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U.S. Mining Is 
NATION WIDE NOT REGIONAL 


34 of the 48 States Have Important Production 


of Metals and Non-Metallics 


Ore Tonnage 73% Ore Tonnage 27 % 
3303 Mines 1124 Mines 
66 Smelters and Refineries 62 Smelters and Refineries 


E&MJ Domestic Circulation 69.6% E&MJ Domestic Circulation 30.4 % 


e All over the nation the mining industry is making an all-out effort 
to meet U.S. mineral requirements. There hasn’t been 
such activity in the mining industry since the gold rush. 


Now there is a demand for minerals such as lithium, antimony, bery], 





tantalum, thorium, columbite and cobalt in addition to the 

more commonly known metals like iron, copper, lead, zinc, nickel 

and manganese. Many manufacturers and construction companies will 
find it profitable to re-examine the mining industry market because of 
the comparatively recent expansion in requirements and because of the 
new methods now being used or under consideration. 


Advertising in ENGINEERING AND MINING JOURNAL 

which reaches 16,329 (ABC June 30, 1951) subscribers representing 
the buying influences at every worth-while mining property will help 
you get your share of this expanding market. 


ENCINERRING AD —_—no 
WINING JOURNAL [Seeman 


AMcGRAW-HILL PUBLICATION © 330 WEST 42ne¢ STREET © NEW YORK 36 





Why 
More than 
9500 
Companies 
Advertise in 
Thomas 
Register! 


THOMAS PUBLISHING COMPANY 


Peer tceeontetives ia Priertipg @ 


They know that Thomas Register is 


than any other source...they use it them- — 
__ selves and know its full value, 


‘9500 TA Mootoee 
Gut Ge Wrong 


THOMAS 
REGISTER 


4 
BN 
461 EIGHTH AVENUE, NEW YORK 1, N. Y. 


S44 i368 o f the United Spetes 
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TaTp [eeatewe 
ELLING fiiecaiuean 


Among its important reader services, the ARTISAN has 


‘el OW A M E Pp I C A N A RTI $ A N consistently been STRONG on practical sales and 


merchandising ideas. During the course of a year, 


editorial material of this type (running EVERY month) 


HELPS ITS SUBSCRIBERS totals hundreds of pages — and covers every phase of 


selling and promotion which the dealer-contractor can 


put to effective, resultful use. Looking ahead, our 
editorial policy calls for greater and greater emphasis 


on helping the dealer-contractor sell. 


Paramount, of course, to advertisers is the fact that 


Ay OW A MERICA N A RTISA N the ARTISAN is of sufficient reader interest to be the 


ONLY paper in its field with a 100% paid circula- 
tion — that among its paid subscribers are those 


KEY d - h ion-wi 
MEU BUD RP MRURECBEMED on 20% c¢ ton crctctie tnsinene, Tho ARTIAN 
helps its advertisers sell by making available a respon- 


sive reader-audience which requires a tremendous 
volume of products every day, every week, every 


month, year after year. 


Not in years has there been such an urgent need for intensive selling in the warm 
air-sheet metal field — for intensive selling at the manufacturers’ level; at the whole- 





salers' level; at the dealers’ level. 


Now is no time for half-way measures! If you are to maintain your sales 
position and forge ahead, you need in operation 
without delay a sales campaign second to none in 
your company's history . . . advertising as forceful 


as your agency can devise. 


No better, more economical way can be 
found to safeguard your competitive position 
than by a dramatic program of advertising in 
AMERICAN ARTISAN during 1952. 


Call on us in New York, Cleveland, Chicago or 
Los Angeles for facts and figures. 


KEENEY PUBLISHING, ..6 N. Micnican, cHicaco 
AIR CONDITIONING HEADQUARTERS 
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Published monthly except June, semi-monthly 
by Advertising Publications, Inc., at 200 E. 
Illinois St., Chicago 11, U.S.A 

DElaware 7-1336 

Single copies 25 cents, except June 15 issue, 
which is not sold separately. Subscriptions 
rates: One year $3. two years $5, three years 
$6. No postage for United States or U. 
possessions, Canada or Pan-America. Add 
$2 per year for postage to all foreign coun- 
tries. Entered as second class matter May 21, 
1948, at the post office at Chicago, Illinois 
under the Act of March 3, 1879. Additional 


entry Mendota, Ill 
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Reovcep TO ONE of its simplest terms 


our “defense economy” means going after the 
highest possible industrial production per man- 
hour; and that means more electric power per 


industrial worker. 


In 1950, American industry used 139 bil- 
lion kilowatt hours of electricity. In 1953. it 


will use over 200 billion. 


Five years from now, if we continue in our 
present economy, well have something like 
five million more homes, and every home, on 
the average, will use 630 more kilowatt hours 


of electricity than it did last year. 


To meet this ever-increasing demand the 
utilities must build new capacity for generat- 
ing electric power . .. more system to transmit 


it. distribute and use it. 


And so, despite cut-backs due to alloca- 
tions of copper, aluminum and steel, the 
electric utilities (public and private) will 
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billions for capital 
goods in 1952— more than they ever spent 


spend a whopping $ 


before. More than any other industry. 


Building this plant... all over America... 
will require industrial goods in vast quantities, 
of every kind, from office machines to bricks 
and bulldozers. 


Here indeed is a vast and dynamic market 
worth your most careful sales planning. 


We would be glad to show you the figures 
that make up its exciting dimensions, and how 
you can reach it; influence and sell it, the 
quickest and most economical way. 





; Spemeyity in America _ ( 
‘not.only for electrical equipment — ‘dd 


vommnennn Bloodmcal 


JOURNAL OF THE GREAT GROWTH INDUSTRY FOR 77 YEARS 


A McGRAW-HILL MAGAZINE 
McGRAW-HILL BUILDING, NEW YORK 18 
Or" ABC * ABP 
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Who Is The 


Domestic 
Engineering 


Dealer ? 


Chances are there is a Domestic Engineering 
dealer in your community. 

He is the man who dominates the local market 
for plumbing, heating, appliances and air con- 
ditioning . . . whether for residential, com- 
mercial, institutional or industrial structures. 
He has added superior merchandising facilities 
to his acknowledged reputation for installation. 
He renders a four-way function for you: sale, 
installation, service and guarantee. 


He has unquestioned entree to your customers 
whether they be home owners, architects or 

executives. 

With a year-round business, he has tremendous 

stability and financial strength. His varied 

operation permits hin to promote each line, 

aggressively, in season and in the most active 

markets. 

He can sell your products through all market 

channels—new construction, remodeling, retail 

merchandising. 

He is the super-outlet for mechanical equipment 

in your community. 

He is the DOMESTIC ENGINEERING reader. 
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Where Sales | 


Sales are made where marketing and merchandising 
techniques have been developed to the specific wants 
and needs of the buyers. 


Domestic Engineering dealers best meet the needs of 
buyers (in plumbing, heating, appliances, air condition- 
ing) and, therefore, best serve you, the manufacturer. 





The buying public wants a broad selection of products, 
well displayed and advertised. In the mechanical equip- 
ment field, buyers want objective counsel from the 
dealer. They want a dependable guarantee. They need 
(and usually must have) careful installation and assured 


service. 


Get the BIG IDEA BOOK 
and Meet the Domestic En- 
gineering Dealer face-to-face! 






The new book, “2,000 and 1 Prize-Winning Ideas,” 
pictures and describes 44 different methods of mer- 
chandising 18 types of mechanical equipment for resi- 
dential, commercial, industrial and institutional struc- 
tures. The merchandising methods of 181 prize-winners 
in the All-Industry Merchandising Contest range from 
institutional advertising to cooking schools. The product 
lines include clothes washers, air conditioning, heating, 
kitchens, all major appliances, and specialties. 

You will want a copy of the “2,000 and 1” book for the 
forward-looking trend information it contains. Your 
sales and dealer organizations will want it for the 
wealth of sales and merchandising ideas it will give 
them. Order an “on approval” copy today. Please use 
the coupon. 













Are Made! 


Do you want your products to be sold by the dealer who 
meets this prescription? If “yes” then you want the 
Domestic Engineering dealer. 

Whether sales are your immediate concern or whether 
you are now in short supply, the most effective answer 
to your present and future distribution problems is the 
Domestic Engineering dealer! For, in the first case, 
he is the one dealer who — by virtue of proven business 
leadership, financial stability and merchandising success 
— is best fitted to take on your product, promote it and 
assure its acceptance in his community. In the second 
case, he is able to service your products properly and 
thus protect your good will until your production re- 


turns to normal. He is the man who depends upon 
DOMESTIC ENGINEERING, month-after-month, for 
the vital management, merchandising and_ technical 
guidance that has brought him to his present business 
position. 

The Domestic Engineering dealer and the Domestic En- 
gineering reader are one and the same. In one sense, 
the Domestic Engineering dealer is a product of DO- 
MESTIC ENGINEERING Magazine. To reach the 
one you need the other. 

As the Number 1 publication in this vast field, DOMES- 
TIC ENGINEERING should also be your Number 1 


choice for a consistent advertising schedule. 


CONSULT YOUR 


Averrisinc Acenc Y 


DOMESTIC ENGINEERING 
1801 PRAIRIE AVENUE, CHICAGO 16, ILL. 


t 


(1 1. Send me, for free examination, a copy of your new book, “2,000 and 


1 Prize-Winning Ideas.” It is understood that I may return the book with- 
out obligation, within ten days. After that you may invoice me for $5.00, 
the purchase price of the book. 


2. I may wish to distribute copies to my wholesalers and dealers. 


Please send me quantity prices. 


NAME 

TITLE 

COMPANY 

ADDRESS 
i i: rr ... ZONE STATE . 
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AGAIN .. 


letters 


tothe Editor 


for the 
5th 


CONSECUTIVE 
YEAR 
the 


PAID 


CIRCULATION 
of 


CEP 


HAS INCREASED 
SPECTACULARLY 


... And that means an 
advertising message in 
CEP this year will 
REACH and INTEREST 
more than 15,000 men who 
direct and operate the 
CHEMICAL PROCESS INDUSTRIES 


Chemical 
Engineering 
Progress 


120 East 41st Street, New York 17, N. Y. 
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5 additional ways to make 
show exhibiting easier 


® TO THE EDITOR .. As we have just 
completed preparation of a form to 
individual 
trade shows, your article “22 Ways 
to Make Trade Show 
Easier,” Dec., page 46, is very inter- 
We would like to contribute 
the following ideas for considera- 
tion. 


cover conventions and 


Exhibiting 


esting 


1. Decide what trade shows you 
are going to attend well in advance. 
When you do this your chances of 
getting good space are improved, as 
you can make your choice immedi- 
ately that the floor plan is released. 

2. Make your hotel reservations 
well in advance, and make sure that 
they are confirmed. Also find out 
who is going to be on hand so that 
you have enough accommodations 
to go around 

3. See that your display crates are 
shipped in plenty of time. It is bet- 
ter to pay a few dollars storage than 
to put up a sign in your booth say- 
ing, “Due to circumstances beyond 
our control our booth did not ar- 
rive.” This sounds funny, but it has 
happened 

4. Plan the 
crates to avoid unnecessary ship- 
ment. It may be that the same dis- 


movements of the 


plays are scheduled to be used next 
at a point closer to the show that 
just closed than your home base. It 
may be cheaper to work out a deal 
with the freight forwarding people 
to store the material and then take 
advantage of the short haul. 

5. Make sure that you send along 
to your booth the necessary printed 
material, such as memos for writing 
down names of prospects and sales 
literature indicated for that. par- 
ticular show G. GORDON HERTSLET, 
relations and 


manager, customer 


advertising, Gaylord Container 
Corp., St. Louis. 


Packing instructions 
on crates help, too 


®@ TO THE EDITOR . . The 22 ways to 
make trade show exhibiting easier 
is a fine list, and should cut down 
on the confusion the public rarely 
However, may I add a 23rd 
way, or perhaps one of the several 
hundred 23rd ways you will be re- 
ceiving? 

If you make sure that detailed 
packing instructions are attached 
firmly to the lid of each crate, you 
can save hours of labor. Each piece 
should be labeled, and a repacking 
diagram drawn in sufficient detail 
so that there is no questions as to 
which piece goes where, which end 
goes in first, or which side goes up. 

ROBERT B. KONIKOW, director of 
exhibits, Presentation, Inc., Wash- 
ington, D. C. 


sees. 


Ad manager likes article 


on ad manager age, tenure 


® TO THE EpDITOR . . I read the No- 
vember issue of INDUSTRIAL MARKET- 
ING with great interest, especially 
your article on the age and length 
of service of industrial advertising 
managers. I wish you success in 
your survey, and am looking for- 
ward to reading the continuation of 
this article in December . . WALTER 
SCHWARTING, Hevi Duty Electric Co., 
Milwaukee. 


Founding fathers didn't plan 
double standard of taxation 


® TO THE EDITOR . . It seems to me 
that the new postal law, which has 
raised rates, is unconstitutional! 
The increases in third class matter 
will not apply to labor unions as 





| PRACTICAL 
BUILDER 


“Weds téitorign ’ 


Shirt-sleeve editors make practical builder the practical 


book it is. They are Men at Work appealing to other Men at Work. 





No pomp or pretense; no holier-than-thou writing; just struggle and sweat to do 





a down-to-earth job of reporting...and to look ahead to the news that’s ahead 


of the news. Hard-pan editing like that gets home to hard-boiled readers. That’s 


} 


| 
why, Mr. Advertiser, your message in Practical Builder carries more weight, 


more conviction, more oa Yessir, when you're in PB you're in... 


' 


... Of the light construction industry 


Affiliated with 6 Building Industry Magazines comprising the largest, most distinguished 
publications in the building industry: Building Supply News, Building Material Merchant 


Ceramic Industry, Ceramic Data Book, Brick and Clay Record, Modern Brick Builder 


Send for our 64-page book... THERE'S MONEY IN REMODELING 
Sree to any manufacturer who asks for it on his letterhead 


© inoustRiat PUBLICATIONS, IN HICA 





LEADERSHIP’ 


as gauged by the way| 


SO ‘Rilvertions Weed Space ii HPRAC in 195! 
288 Have Used HP&AC 2 to S Years 

1917 Have Used HP&AC 5 to10 Years 

109 Have Used HP&AC 10 to 22 Years* 


Axiomatic!...seldom fails that the publication which leads A 
its field year after year in volume of advertising is Cn 


also the advertisers’ best buy. HP&AC is no exception. 


For the last 16 consecutive years, HP&AC has been CY\ote 
far out in front in its field in number of advertisers 
and volume of space carried. Currently HP&AC is at an 
oan ne 
all-time high. 





Yes, if you have anything to sell in this tremendously duct | 

large and ESSENTIAL market of industrial heating, O 

piping and air conditioning, HP&AC merits top billing on 

your 1952 program. Aue end} 
For a complete 1952 sales-opportunity picture on Ch 

the field of HP&AC, consult with us in Chicago, New York, 

Cleveland or Los Angeles. 


* 
HP&AC was founded in May, 1929. In the first issue we served 67 advertisers. 


33 of these original advertisers are still with us— 22 years later. 


in Circulation. . hel Kobiselalelaw\-vatsles 
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adver 
CQ 
iu 


Ki 
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| AIR CONDITIONING UNITS 


— complete plants; eealing units; 
heating units 


AIR DIFFUSERS 


—grilles; registers; 
shutters; dampers 


louvres; 


isers s 


| AIR FILTERS 
— automatic, electrical, permanent 
and throw-away types; dust col- 
lectors; water and oil filters 


AIR WASHERS 
—air cleaning and purifying as- 
semblies; humidifiers; dehumidi- 
fiers; spray nozzles 


—for heating; cast iron, steel, 
fire-tube, water-tube and sectional 
| types; direct-fired units 


CHEMICALS 

| — refrigerants; water treatment; 
cleaning and sealing compounds; 
standard and special paints 


| COILS 


— for heating, cooling and refrig- 
eration; cooling towers 


COMPRESSORS 


—air and refrigerating 


CONTROLS 
—thermostats; humidistats; 
recorder-controllers; switches; 
starters; relays 


DRIVES 

— flat belt, V-belt, chain, fluid and 

variable speed types; bearings; 
. couplings; pulleys; sheaves 


FANS AND BLOWERS 


| — for supply and exhaust; centrif- 


ugal, propeller and axial flow; 
} wheels; housings; blades 


| INSTRUMENTS 

| — draft, pressure and liquid level 
gages; flow meters; hygrometers; 
psychrometers; recorders 


INSULATION 


— for boilers, buildings, ducts and 
pipes; for sound deadening; under- 
} ground conduit 


k with us! 


| MOTORS 

— for compressor, fan, pump, unit 
heater, oil or gas burner and 
stoker drives 


OIL OR GAS BURNERS 


—for heating in connection with 
boilers and furnaces 


~| PIPE AND TUBING 


— cast iron, steel, copper, brass, 
plastic and rubber; fittings 


PUMPS 
—for boiler feed, condensation, 
circulating and water supply 


SHEETS 


—for ducts, casings, housings; 
angles; bars; beams; channels 


SPECIALTIES 


—traps; strainers; separators; 
regulators; gaskets; packing 


STOKERS 


— for heating boilers and furnaces 


UNIT HEATERS 

— steam, hot water, electric and 
direct fired; floor mounted, sus- 
pended and wall cabinet types 


<3 


KEENEY PUBLISHING CO. 


AIR CONDITIONING HEADQUARTERS 


6 North Michigan, Chicago 2 


Also Publishers of American Artisan for Residential Field 


to Readers in Advertising Volume 


January 1952 /1 








IF YOU WANT TO SELL THE KNITTING INDUSTRY... 
use the 


BIG GUN 


SPECIAL NOTE! 


if you want to reach 
the whole textile 
field... 

SAVE MONEY by us- 
ing our special combina- 
tion rate for The Knit- 
ter and Textile Bulletin. 
12 pages in each (total 
24 pages) cost less than 
12 pages in any general 
textile journal. 


TO REACH YOUR TARGET! 


you can CALL YOUR SHOTS because... 


e@ THE KNITTER is the only magazine in the 
United States published exclusively for the manu- 
facturers, dyers und finishers of hosiery and knit- 
wear. 

e THE KNITTER covers every mill of any im- 
portance in the United States and Canada... 
delivers all its circulation to the field you want 
to sell. 


e THE KNITTER reaches the men who do the 
buying . . . gives you plus coverage of key 
personnel who influence buying. 


SHOOT MORE OFTEN ... at lower cost! 


The Knitter’s low rates make it possible to tell 
your story more often, because you don’t pay 
for waste circulation out of your field. You 
can “tailor” your 

ads to a_ specific 

job, too, in ideal 

surroundings. 


If you sell the KNITTING DIVISION only ... 
The KNITTER is your BEST BUY in the field! 


CLARK PUBLISHING CO. 


CHARLOTTE, NORTH CAROLINA 


TRADE ASSOCIATIONS OFFER | uisitets, | 
INVALUABLE SERVICE on UNFAMILIAR 


Industrial Marketing's | 


1952 Market Data & Directory Denies 
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Letters to the editor 


sontinued from page 8 





well as educational and religious 
organizations. 

I do not believe the founders of 
our country planned to have a 
double standard of taxation . . one 
for people in general, and the other 
for the labor unions and the other 
organizations, as mentioned. Those 
wealthy groups could pay the same 
postal rates as business and the 
public in general. If that premise 
holds water, then why shouldn't we 
have two standards of money 
one for we common folk, and the 
other for the labor unions, educa- 
tional and religious associations. 

What’s to keep a business man 
from forming a labor, educational 
or religious group of his own, to 
reap the benefit of lower postal 
rates? In a democracy such as ours 
everyone should pay the same post- 
age rates . . LEO P. BOTT, JR., Leo P. 
Bott, Jr., Advertising, Chicago. 





A 


= 
% 


\ F ee 





‘Home Maintenance & Improvement’. . a 
new quarterly published by Vance Publish 
ng mailed direct 

h f retail build 

1 dealers whose names appear 

n th ver, with editorial content de 
voted entirely to maintaining and improv 
ing the home. Interest is concentrated on 
the retail dealer who supplies materials 


ind services involved. 








Valuable information for Copywriters 
Sales and Advertising Executives . . . 


ae ™ — 
a BLUE BOOK 


This 8-page booklet gives you the 
important readership facts you need 


to know to determine the value of j 
the BLUE BOOK for selling your prod- y_— And, how important are these readers to 


ucts to the metalworking industry. Se YOU? This, and many other important ques- 

See tions on readership are answered for you in 
an independent, comprehensive study among readers of 
Machine and Tool BLUE BOOK. 

Here is a fact-packed booklet that shows titles and numbers 
of individuals reached, reading habits, preferences, what they 
like to read in ads, what they buy from BLUE BOOK advertisers, 
readers per copy, and other readership facts. 

Here’s proof that BLUE BOOKS’s editorial formula is right 
for you. The right editorial formula directed to the right audience 
of top buying executives builds high reader interest — an un- 
beatable combination for SALES. You need the power of the 

‘ BLUE BOOK t ing i . 
ea eee o sell the huge metalworking industry 


BLUE BOOK | 


STITETS RLS LR 








TIME SPENT READING IT... 











2S W7yP IP PRAT 





9, 














Write for your copy 





Asiebiihed 1900 








Circulation verified by Western Union through its 1,642 offices in 
the U. S. industrial centers. 

More than 95% of circulation is personalized. 

Pioneer publication with controlled circulation. 

Published monthly.for 45 years. 

Front cover used for merchandising editorial content. 

Square back binding makes book easy to use and read. 

First pocket-size publication for metalworking industry. 

Special binding permits use of 7” x 10” plates as unbroken spreads. 
Low cost per thousand circulation. Produces results. 


Seemmenapme  MackineandToo! BLUE BOOK 


Le HITCHCOCK PUBLISHING CO. © WHEATON, ILLINOIS 


Now more than ever -The Readbook of the Metalworking Industry 
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3 catalog serv’ 
fe help you make your 
- products easier fo , 


design 
plan, 
organization, 
dummies 


production 
drawings, photos, 


engravings, type, or > 
printing and binding 


ae 


a 2 
distribution 
individually by mail 


pre-filed 


x 


You can order these catalog design, production, or distribution 


services separately, or in any combination, as your needs require. 


Do you really know what these Sweet’s services 
are doing to help hundreds of manufacturers 
make their products easier to buy? 

Our Design Service for example, offers a great 
deal more than just good catalog format. Sweet’s 
consultants and technical copywriters work with 
industrial marketing men to help them organize 
their product information so that each catalog 


will be really useful to the specific buying group 
for which it is designed. 

Our draftsmen and artists design formats and 
develop illustrative techniques that give the cata- 
log great utility, yet preserve individuality. 

Between them, the Sweet’s team does a design 
job that can materially improve a manufacturer’s 
order-getting efficiency in each of his markets. 


Sweet's Catalog Service 





Designers, Producers and Dis?ributors of facturers’ market-specialized g 
DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40TH STREET, NEW YORK 18, NEW YORK 





4 3 
Sweet‘s cun help you |: 
with any part 


og job 
Sweet’s serves manufacturers whose products are of your catalog j 


bought in five separate markets. 


Sweet’s is in the business of helping industrial marketers 
put the right product information in the right forms so as 
to get it used the way they want it used by the different 
groups of buyers that comprise these five manufacturing 
and construction markets: 


You may order these services sepa- 
rately, or in any combination. 


(design) 


Sweet's design department is staffed by ex- 
perienced consultants, technical copywrit- 
ers, draftsmen and artists. Your individual 
requirements, whatever they may be, re- 
ceive individual treatment by men specially 
trained for this work. 

plan—consultation and analysis of prod- 
ucts and markets; determination of cata- 
log’s objective, scope, content and distribu- 
tion. 

rough dummies — outline of content and 
format. 

finished dummies — complete content and 
format specifications, ready for production. 


¥F plant engineering 

z= product engineering 
* general building 

e industrial construction 
. light construction 


Whether you’re interested in all five markets, or only one 
—whether it’s Designing, or Producing or Distributing 
your market-specialized catalogs—if extra expert hands 
might help lighten your load—call your nearest Sweet’s 
representative. 

New York 18—119 West 40th Street—LOngacre 3-0700 
Boston 16—31 St. James Avenue—HAncock 6-0700 

Buffalo 2—70 Niagara Street—CLeveland 8200 

Chicago 54—700 Merchandise Mart—WHitehall 4-4400 
Cincinnati 2—American Building—GArfield 2800 

Cleveland 15—1422 Euclid Avenue—CHerry 1-7256 

Detroit 26—548 Free Press Building—WOodward 1-2745 
Los Angeles 17—1709 West 8th Street-—DUnkirk 3-1177 
Philadelphia 7—1321 Arch Street—LOcust 7-4326 

Pittsburgh 19—411 Seventh Avenue—ATlantic 1-8220 

St. Louis 1—721 Olive Street—CHestnut 7388 


(production) 


Because of the great number of manufac- 
turers’ catalogs handled, Sweet’s can offer 
the economies of quantity production with 
no sacrifice of quality. 

Sweet's will take complete charge of the 
execution of orders for any or all of the 
following: drawings and photographs, en- 
gravings, type composition, electrotypes, 
printing and binding. 


(distribution) 


Sweet’s services are available for either of 
two types of catalog distribution—individ- 
ual or pre-filed— to selected organizations 
and individuals representing the bulk of 
buying power in the construction or manu- 
facturing fields. 

1. individual distribution — by purchase of 
accurate lists compiled by Sweet's or by us- 
ing Sweet’s mailing facilities. 

2. pre-filed distribution — by having your 
catalog filed permanently in bound and in- 
dexed collections of manufacturers’ cata- 
logs. This method has the advantage of 
keeping your catalog instantly accessible at 
FREE. This booklet describes all times in prospective buyers’ offices. 
how Sweet's services help man- 
ufacturers improve the effec- 


tiveness of their catalogs. 
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HANCES are that Mom will never 

get a requisition like that. While we 
recognize her role as an important pur- 
chasing agent for the home, we don’t 
believe that she receives many family 
requests for plastic pipe. Mom, in com- 
mon with most readers of non-technical 
publications, doesn’t know a copolymer 
from a hole in the ground—and wouldn’t 
give a ketone if she did. Yet she is fre- 
quently exposed to advertisements which 
contain such words. 


There’s a place for technical terms— 
and that place is in the business press, 
where you pay only for prospects who 
understand them. There is a group of 
business papers for every advertiser, 
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styrene copolymer pipe. It’s 


readily cementable, using ketones 


where his wares or services can be mar- 
keted economically to a_ pre-selected 
audience of valid prospects. 

Business papers reach customers when 
they’re mentally ready to be informed, 
when they have business on their minds, 
when they’re asking to be sold, when 
they’re properly conditioned by the sur- 
rounding material, edited for its specific, 
selected audience. 

If you’re advertising to develop new 
markets or to hold old ones, pinpoint 
your audience in the business press. Ask 
your agency for recommendations about 
publications which reach your logical 
markets — or write to National Business 
Publications, Inc., for suggestions. 








NATIONAL BUSINESS PUBLICATIONS, INC. 


1001 FIFTEENTH ST., N.W. * WASHINGTON 5, D.C. © STerling 7535 


The national association of publishers 
of 127 trade, technical, scientific and 
professional magazines, having a 
combined circulation of 2,956,066... 
audited by ABC and CCA ... serving 
and promoting the business press of 


America .. . bringing thousands of 


pages of specialized know-how and 
139,298 pages of advertising to men 
who make decisions in the trades, 
sciences, industries and professions 

. . pinpointing your audience in 
the market of your choice. Write for 


complete list of publications. 








SALES MINDED 
ARTIST: 


fred f, Livingston 


To Fred Livingston, art is one 
coordinated step toward making a sale. 

The Livingston career began in 
Peni vania, where Fred was advertising 

play manager tor a variety store 

chain operating in 19 towns. His 
main job—designing window and store 
displays — had one inflexible requirement: 
Pull trade into the store 

Chapter 2 was a display business of 
his own —point-of-sale, exhibits, 
floats, signs, bill-boards, sales charts 
and the like. 

That hard-boiled basic training was a 
good foundation for his advanced 
arts education at Chicago Art Institute, 
where a versatile talent was refined and 
readied tor advertising agency use 

In addition to creative skill, Fred 
knows advertising productive processes 
as wel! as most top production men 
Result: an art director of outstanding 
creative ability with a consciousness 
of Costs 

With this agency since 1934, now 
Vice President and Art Director, Fred 
Livingston combines artistic sense and 
sales common-sense. MG&R clients 
value his practical approach to 


putting sales ideas on paper 


arsleller’ 


CFebhavt 


and K Cd Inc. 


ADVERTIS!1 


600 SOUTH MICHIGAN AVENUE + CHICAGO 5 
600 GRANT STREET «+ PITTSBURGH 19 
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trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


Industry shortages to hit 
worst in first half of 1952 


Factory M 
larry Lee 





® THE AVERAGE MANUFACTURER must 
plan on a 35% production increase 
over the next 10 years, or risk los- 
ing his competitive position. In 
1950 and 1951 we piled a defense 
production boom on top of a first- 
class civilian boom, and we’re evi- 
dently headed still higher this year. 
The defense program won't reach its 
peak before late 1952 or '53. By 
then, industrial production, both in 
dollar volume and physical units, 
will top the highest level reached 
during World War II. 

What when defense 
spending declines? As things stand 
now, a severe drop seems unlikely. 
The arms program is slated to re- 
main high after the peak of mobil- 
ization has passed, and there should 
be enough deferred civilian demand 
to offset a moderate drop in defense 
spending, as well as a strong de- 
mand for new housing and other 
Therefore, a business 


happens 


construction. 
collapse seems unlikely. What seems 
more likely is a slight decline in 
business activity as arms program 
tapers off. Less overtime pay, plus 
fewer workers in munitions plants 
may mean some decline, probably 
less than 10%, in industrial produc- 
tion and workers’ incomes. There 
may be quite a lot of pressure on 
manufacturers for new products and 
for competitive pricing. 


Mill & Factory 


® most rinpusTRIES look forward to 
plenty of business for 1952. But, 


this optimistic view is tempered by 
the prospect of many problems. In- 
dustry will be plagued by a short- 
age of many things, such as machine 
tools, diamond wheels and compo- 
nents made of copper. There will 
be a critical shortage of engineers 
and skilled labor. And there will 
be terrific pressure on both wage 
and price ceilings. To add to the 
confusion, government policies and 
regulations will continue to change 
with little or no advance notice. 


Materials & Methods 


William P. Winsor, publisher 


® CURRENT SHORTAGES of engineer- 
ing materials will be at their worst 
the first half of 1952. After that 
shortages will ease in one major 
material after another with the ex- 
ception of copper. By late ’52, vol- 
ume sales and profit margins for 
many materials and parts manufac- 
turers will depend on the recogni- 
tion they are building up or main- 
taining by aggressive selling and 
promotion efforts now. 

New markets will open to mate- 
rials manufacturers. But they must 
meet impact of these problems: 
major movements from use of one 
material to another, substantial 
additions to steel and aluminum ca- 
pacity, extension of materials re- 
evaluation programs of major con- 
sumers to re-examine use of all 
materials, and redesign of ‘over- 
engineered’ hard goods plus cutting 
wasteful production practices. 

In many products, use of alternate 
materials, such as plastics and other 
nonmetallics, will no longer be con- 


nued on page 46 





wt Ready VWarket—vrere is no “off season” in this great market. It buys the year around. 


v4 Steady Warket—in good times and bad, municipal functions must carry on. Taxation guarantees the 
revenues needed to pay for streets, water and sewage disposal, outdoor lighting, fire and police protection, parks 
and playgrounds, and many other essential services, plus the elaborate record systems needed in city offices. With 
a growing national population, this is a “one-way” market. It must continue to expand. 


Buad VWWarket—ie variety of products required by various municipal departments is almost infinite. 


It is hard to think of any manufactured item — from clothing and small hardware to radio stations and ferry boats 
— that is not bought and used by municipalities. 


THIS COMBINATION IS THE BEST WAY TO REACH 
“ THE MUNICIPAL AND PUBLIC WORKS MARKET— 


The . , ¥ 
American City wy 


—for your monthly sales message to 22,500 municipal 
and public works buying factors — mayors, city man- 
agers, councilmen, city engineers, water works superin- 
tendents, department heads and consulting engineers. 
THE AMERICAN CITY alone covers both the technical 
groups who recommend and the administrative groups 
who set policy and control the purse strings. 


The 
Municipal Index 


—the.annual purchasing guide for the same group of 
public officials who depend upon THE AMERICAN 
CITY for monthly information and inspiration. In this 
annual some 265 manufacturers catalog their products. 





Advertisers and agencies with an eye for business are investigating closely the 
three great public service markets — 

Municipal, served by THE AMERICAN CITY. 

Educational, served by THE SCHOOL EXECUTIVE. 

Construction, served by CONTRACTORS AND ENGINEERS MONTHLY. 


The Magazines of the Public Service Fields 


Contractors The The 
an Engineers American School 


Monthly City Executive 
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The two men above may LOOK alike; 

they both have the same title; 

they both are “metalworking executives.” 

But — in terms of purchasing power, one is 

a thousand times more important than the other. 

This is one of the facts which must be considered 

in choosing publications to reach the 

metalworking industries. For a complete analysis 

of MACHINERY’S coverage of metalworking’s key buyers, 
and an explanation of the complex metalworking market, 
write for “Facts About MACHINERY and the Metalworking 
Market.” You'll find it a valuable data book. 


MACHINERY =~ 
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OF “COUNTING NOSES” 


“Counting noses” is a dangerous practice — unless you know to whom the 
noses belong! That is why it is risky to judge a publication on the basis of 
circulation figures alone. The manager of a large automotive plant, for ex- 
ample, and the boss of a little job shop are equal numerically, but one rep- 
resents vastly more purchasing power than the other. 


In addition, a great difference exists in the buying power of individuals in 
the same plant. 


These two facts emphasize the importance of choosing the metalworking 
publication which assures coverage of the right plants (the volume-pur- 
chasers of equipment, machines, tools and materials) and of the right men 
in those plants (the actual buying authorities). 


It requires a special kind of circulation to do such a thorough job of cover- 
age in the metalworking industries. Many times these men cannot be 
reached by a publication with an all-paid circulation. They are “out” to 
subscription salesmen, do not read subscription-selling mail. MACHINERY 
has solved the problem of delivering your message to these inaccessible, but 
mighty important executives with its unique Directed Distribution plan. 


We maintain a continual census of the engineering and production execu- 
tives who possess volume-buying authority in the country’s leading metal- 
working plants. Checking against our roster of subscribers, we narrow 
the list down to those who are not already receiving MACHINERY. 


To these men we direct personal copies, and we continue to send MACHIN- 
ERY to each executive’s home or office as long as we know that he con- 
tinues to wield volume-purchasing authority. 


Because MACHINERY’S authoritative editorial content naturally attracts 
most of the industry’s key executives, only about 20% of our total circula- 
tion is directed in this manner. Yet, combined with high quality paid cir- 
culation, Directed Distribution permits advertisers to achieve constant, con- 
centrated coverage of the key buying authorities in every branch of the 
metalworking market. THE INDUSTRIAL PRESS, 148 Lafayette St., New 
York 13, N. Y. 


Production in the Manufacture of Metal Products 
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If you’re selling to 
the manufacturing industries. . . 


FACTORY Concentrates On The Plant Operating Group 
... And Advertisers Know It! 


@ One of the basic reasons for publishing industrial FACTORY 
magazines is to give the advertiser an opportunity SUPERINTENDENT 
to tell a specific story to the specific field 

or function he wants to reach. He can concentrate 
his advertising in the areas 

where he knows buying power 

is concentrated. 

@ And there are good business 

publications serving every field 

and function. By and large they are 

the ones which concentrate all 

their efforts on doing a better 

job in the field they claim 

to serve. 

@ Take the case of Factory. Ever since 

Factory was first published, 

it has devoted all its efforts 

to doing a better job of serving 

the Plant Operating Group in the 

Manufacturing Industries. 

We know that other buying groups 

are important. But Plant Operating 

is so big, and so important 

for most manufacturers 

of industrial equipment, supplies, 

and materials, that it deserves 

all the attention we can 

concentrate on it. So we’ve 


resisted the temptation to spread 
eee PRODUCTION CONTROL 
ourselves around in bits and 
tne SUPERINTENDENT 


pieces among many buying groups. 
@® And most industrial advertisers 
have recognized the value 

of Factory’s powerful concentration 
in the Plant Operating Group. 

How do we know? They placed 

a greater dollar volume 

of advertising in Factory 

in 1951 than in any other monthly 
industrial magazine. 


N Af R - 3 
ANG () y A McGRAW-HILL PUBLICATION + 320 WEST 42nd STREET + NEW YORK 36, N.Y. 
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Plis Coverage 


For Your GROWING 
Southern Markets 





1. ADVERTISING AND MARKETING 





Southern Advertising and Pub- 
lishing. Covers advertisers, sales and ad- 
vertising managers ond their advertising 
ogencies. 





BAKING 





New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 


ern boking industry. e- 


FOOD PROCESSING 








Southern Food Processor. 


Reaches the leading processors, packing in 
cans, glass and frozen packages. az 
Lol 


GARMENT MANUFACTURING 








Southern Garment Manufac- 


turer. Spokesman of and friend to this 
two-billion-dollar Southern giant. 





5. FERTILIZER» 





Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 





JEWELRY 





Southern Jeweler. Jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 
solers. 


o 





PULP AND PAPER” 





Southern Pulp and Paper Man- 
ufacturer. National circulation, intensive 
coverage of the South's expanding paper and 





Ip industry. 
pulp industry ‘Zz 


PRINTING 





Southern Printer. Reaches commer- 
cial printers and newspoper mechanical 
superintendents. "Fa 





9. STATIONERY AND OFFICE EQUIP. 


— _— 





Southern Stationer and Office 


Outfitter. Fuil coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERNEST H. ABERNETHY, President | 
75 Third Street, N. W., Atlanta, Ga. 
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Where to get figures on costs 


as per cent of sales 


10w that others 
roblems in 
ivertising problems solve 
Inasmuch as we are now 
setting budget 
ild ag 
1ta that 


@ WE ARE GLAD you are pleased with 
our comments in INDUSTRIAL MAR- 
KETING. 

The question of how much one 
should spend for advertising is al- 
ways debatable. There are many 
ways to arrive at the proper total. 

First, we usually consider 
although this may 
not be right. Second, we look at 


what competition is doing and try 


must 


past activities, 


| to figure out about how much they 


are spending. Third, we study our 
appropriation or budget in relation 


to percentage of sales. Last, and 


| the best method, is to forget all this 


work out a sound, realistic pro- 


gram and if the amount involved 


is at all reasonable in relation to 


current and projected sales . . pro- 


| ceed 


I might give you a few percent- 


| ages of advertising to sales for some 
j 








problems 


in Industrial Marketing 


companies, but I feel this would be 
misleading. We have cases where 
large companies selling staple in- 
dustrial materials will spend as 
little as 4% to % of 1%, while others 
spend, perhaps, around % to %4 of 
1%. And some companies selling 
industrial equipment may set their 
budget as high as 4 to 6% of sales. 

The National Industrial Advertis- 
ers Association, 1776 Broadway, 
New York 19, has for many years 
published, for many types of busi- 
nesses, a record of amounts spent 
for advertising in relation to sales. 
I believe you can get a current copy, 
free to members, for a small charge 
to non-members. 

On page 33 of this issue of INDUS- 
TRIAL MARKETING, in the annual sur- 
vey of what industrial advertisers 
plan for the coming year, you will 
find a tabulation of per cent of ad- 
vertising to expected sales for 1952. 

The Department of Commerce has 
announced plans to publish, this 
year, a tabulation of per cent of ad- 
vertising to sales for industrial com- 
panies in 1950. 


Fighting for the ad budget 
v. step-at-a-time method 


® IT IS UNFORTUNATE that you have 
not been able to secure particularly 
satisfactory approval of your adver- 
tising budget, but I suppose it is no 


I 
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No doubt about it! 
dir Reinhold Catalogs put and keep 


your sales literature before 
process industries specifiers! 


: Daily, your detailed product story is being unfolded 
; : by specifiers in thousands of Dun & Bradstreet com- 
> pany-rated plants. For Reinhold Catalogs are the 


year-round “workbooks” referred to, and worked 
with, by specifying teams who “write in” products 
... yet seldom if ever “write out” for product facts. 
Vast though the chemical industries are, the work- 
ings of each plant in this multi-million dollar 


a3 een ‘ market are cloaked in secrecy. To have your sales 

¥ = mf engineers called in for final consultations at the 

‘ ar EP pag time when orders are given out, talk with your 
l Reinhold 


Reinhold Catalog Representative now. Ask him for 
the new Process Industries’ Fact File folder. 
e e J . e 
Distribution List is key to huge 
e +. oe 

buying power of process industries! 
Every day of the year, Reinhold’s catalog distribution department is busy 
checking process industry plants against every available type of published 
directory. Each company must meet a Dun & Bradstreet minimum rating 
requirement of $125,000. Checking and re-checking of the titles and func- 
tions of recipients of Reinhold Catalogs is accomplished by letters of trans- 
mittal, acknowledgment forms and personal calls for final verification. This 
list-building thoroughness provides positive assurance that your sales litera- 
ture in Reinhold Catalogs reaches all the right men in all the right plants. 


List is available to those whose sales literature is distributed as part of 
Reinhold Catalogs. 


For 
equipment, 
engineering 


S raek of 
construction : 
REINHOLD PUBLISHING CORPORATION, 330 WEST 42nd ST., NEW YORK 36, N. Y. 
For 
d Wa Chemicals 
and Raw 
a Materials 


Chicago ° Cleveland ° Buffalo * San Francisco * Los Angeles * Seattle - Dallas 


CHEMICAL MATERIALS, CATALOG 
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Keeping ahead of competition is made 
easier with these FOUNDRY marketing 
aids. You'll find them helpful in locating 
markets, analyzing sales territories, estab- 
lishing quotas, finding and evaluating neu 
prospects. Write us, or ask your nearest 


FOUNDRY representative | | Mm 


Marketing Guide,‘ How Data File, “Sizing Up Penton’s Foundry Direc- 
roSellthe Foundry the Foundry Market tory. Available at rea- 
Market”. Available free Available free sonable cost 





This is the big problem confronting companies 
that have a stake in this market. Here’s how 
FOUNDRY can contribute heavily to helping 
you achieve this objective. 


First, FOUNDRY makes your advertising 
fully effective by giving you 45,000 readers in 
the foundries that have 96% of the industry’s 
melting capacity—and control 95% of the 
industry’s buying power. 


Then, there are specific jobs your advertising 
in FOUNDRY can do to help you improve your 
competitive position. For instance, you can: 


@ Search for defense business in this highly 
essential industry. 


Show foundrymen how your products will 
provide new ways of increasing production, 
lowering costs, eliminating waste. 


Gain company recognition and product 
acceptance among the largest single group 
of foundrymen-readers of any publication. 





Get your sales story across to all buying 
influences— management, production, pur- 
chasing and other key personnel .. .through- 
out the foundries. 


Reach the men your salesmen have difficulty 
seeing personally. 


Announce new or improved products to an 
active market in a buying frame of mind. 


Hold the good will of customers in this 
important mass production industry. 


Helping You Sell To Foundrymen 
WHEREVER METALS BM ARE CAST NB P| 





Reaching every foundry employing over 50...and 86% of all others / A Penton Publication, Penton Building, Cleveland 13, Ohio 
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INDUSTRY- 
CONTROLLED... 


INDUSTRY- 
OPERATED... 


AMERICAN FOUNDRYMAN 


En +++ an unquestionable 
reputation for Editorial Integrity in all 
branches of the foundry field . . . Aluminum 
and Magnesium, Brass and Bronze, Educa- 
tional, Gray Iron, Malleable, Pattern, Sand 
and Steel. 

This reputation has been reflected steadily 
through a growing acceptance of AMERICAN 
FOUNDRYMAN as the technical authority on 
the latest information pertaining to the de- 
velopment and manufacture of cast metals. 
Management . . . process control officials 
. . . production groups . . . in their search 
for new and improved methods of foundry 
operation, all consider ‘The Foundrymen's 
Own Magazine" a reliable source of de- 
pendable information on new foundry 
developments and improvements. 

The combined preferences of AMERICAN 
FOUNDRYMAN readers — technical medium 
of the foundry field — represent the pur- 
chasing power of leading foundries. 
That's why AMERICAN FOUNDRYMAN is read 
from cover to cover . that's why a 
thought-provoking reader interest carries 
over to the advertisements and sales mes- 
sages included in the pages of ‘The 
Foundrymen’s Own Magazine."’ 


AMERICAN 


@ — 
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| Machine tool boom to continue 


as military adds new ideas 


By Stanley E. Cohen W n Editor 


ashingt 


® IT HARDLY NEEDS to be said that 
| 1952 stacks up as a boom year for 

industrial goods and a slack year 
| for consumer industries. 

With than $100,000,000,000 
already. earmarked for military 
“hardware,” the demand for indus- 
trial equipment and components 
will be firm throughout the year, 
and well into 1953 

Actual production of military 
items will hit its peak late in 1952, 
and level off. 


more 


Under the kind of defense pro- 
gram visualized by Mobilization 
Chief Charles E. Wilson, even the 
machine tool industry can anticipate 
continuing pressure. 

Unlike World War II, when the 
machine tool industry hit tremen- 
dous strides only to slacken off as 
defense production lines were com- 
pleted, the machine tool industry 
will have considerable defense busi- 
ness throughout the defense pro- 
gram. 

After the most urgent tooling up 
is completed, the machine tool in- 
dustry will continue to get defense 
orders as the designs of military 
items are modified to incorporate 
new ideas. 

Modifications were held to a min- 
imum during World War II to avoid 
any interruption in the flow of badly 
needed material to the fighting 
fronts. 

Meanwhile, consumer goods in- 
dustries will struggle through 1952 
at about half of their 1952 produc- 
tion levels. Forthcoming increases 
in the production of steel and alu- 
minum are supposed to bring a 
measure of relief to consumer dur- 
ables during late 1952. But past 
experience shows defense needs 
have a habit of increasing unex- 
pectedly 





Political Ad Crackdown . . The 
returning Congress will inevitably 
have some unpleasant dealings with 
advertising. Senate appropriations 
committee is scheduled to take an- 
other look at the use of ads for 
army and air force recruiting. Com- 
mittee members consider this a 
waste of money, although they may 
make an exception for a_ limited 
amount of paid space to recruit 
women, technicians and other spe- 
cialists. 

Senate interstate commerce com- 
mittee will take up legislation to 
prohibit advertising of alcoholic 
beverages on the air. Sponsorship 
of “sportscasts” specializing in 
horse race results . . by breweries 
has generated considerable support 
for this type of legislation. 

Industrial advertisers will want to 
watch the efforts of the Senate elec- 
tions committee to induce the Inter- 
nal Revenue Bureau to tighten its 
supervision of institutional adver- 
tising. 

The elections committee was 
startled by the activities of several 
corporations during Ohio’s 1950 
election campaign. Democrats found 
that these companies were running 
institutional ads which were just 
short of endorsing the re-election 
of Sen. Robert A. Taft. 

Under existing law, corporations 
cannot claim lobbying or political 
The Ohio 
ads were particularly troublesome 
since they appear to have gotten 
under the wire as neither lobbying 


ads as business expense. 


nor political. 

This kind of activity makes many 
Congressmen suspicious about ad- 
vertising generally. Political ads 
ought to be contributed out of the 
pocket of the interested corporate 
executives. When the companies 
manage to claim them as a business 
expense, there is considerable op- 
portunity for Congressional sceptics 
continued on page 138 








PIT AND QUARRY 


AND 
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From the industries served by PITand QUARRY 
come products and basic materials which are 
vitally important in virtually every single 
type of manufacturing operation in our en- 
tire economy. Not a pound of steel, aluminum 
or magnesium could be produced without 
raw materials supplied by the pit and quarry 
and associated industries. America’s huge 
construction program uses tremendous quanti- 
ties of aggregates—cement, lime, asbestos, 
gypsum, mineral wool, asphalt, roofing gran- 
ules, sand and gravel, crushed stone, concrete 
and other materials. Other large consumers 
are foundries and manufacturers of such prod- 
ucts as fertilizers, paint, glass, electrical 
equipment, abrasives, paper, rubber, cos- 
metics, explosives, and an impressive list of 
chemicals and plastics. 


First in Advertising Volume 
First in Classified Advertising 
First in Editorial Quality 

First in total pages of Editorial 
First in Quality Circulation 
First in Mail Subscriptions 
Highest Subscription Price 


ASSOCIATED INDUSTRIES 


MARKET AND MEDIA DATA 


FOR SALES AND 
ADVERTISING EXECUTIVES... 


Market and Media Data 


to help you determine 1952 Sales 
potentials for your product in the 
2% billion dollar Pit and Quarry Industries 


@ 6 maps show number of plants, by states, in the U.S., Canada and 


Mexico for the composite industry and for each of 5 major industry- 
products—cement, crushed stone, sand and gravel, lime, gypsum 
and gypsum products, and figures for the 6th major group of products. 
1950 and 1951 (estimates based on volume to date) production in 
short tons, bbis, etc., of each of the 6 major industry segments. 


1950 and 1951 (estimated) production value for composite industry 
and each of the 6 major industry segments. 

Value of equip t and supplies purchased annually by each of the 
6 industry segments. 





List of products the Pit and Quarry industries produce. 
Table of production values of the industries for past 12 years. 


List of 314 advertisers in Pit and Quarry and the Concrete Manu- 
facturer Section. 


List of lies and equip t readers of Pit and Quarry use and buy 


rr 


to operate their plants. 





Pit and Quarry editorial and circulation data. 


Data on Pit and Quarry Handbook—a Buyers’ Guide, Reference 
Manual and Directory. Published annually. 


Send for your copy today 


Pit and Quarry 


431 South Dearborn St., Chicago 5, Ill. 
New York © Whittier, Calif. © Los Angeles °¢ Dallas 
Cleveland © Seattle © San Francisco 
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(His business paper ... of course) 





No man who takes his job seriously takes 
his business paper lightly. No matter how busy, he finds time to get his 
business reading done. 

The men you’ve got to sell ... the people who buy your product . . . write 
it into specifications . . . or sell and promote it . . . these are the come-hell-or- 
high-water business paper readers—the Best Informed Men in every Field. 

It’s a fact . .. the men who buy are the men who read. The Advertising 
Research Foundation can put it into figures for you. Four surveys* already 
made indicate that more than 7 out of 10 of the people who read business 
papers are men who buy and specify products and materials. 

Of course they keep up with their business papers . . . cover to cover! 
It’s the best way to keep a jump ahead . . . to know what’s new and what’s 
coming . . . to find time, labor and money savers. The editorial pages prime a 
man with ideas . . . start him planning . . . tell him how . . . send him to the 
advertising pages to find the products and materials he needs. To be thor- 
oughly posted, he reads both! 

That’s why the business press is the first place to put your advertising. 
It gives you a ready audience always . . . editorially conditioned to listen to 
your sales story. 

You sell more when you sell to the Best Informed Men... in any Field. 





Better than $250,000,000 will be spent by advertisers this year 


in business publications . . . proving the continuing importance 
of the business press to business. In practically every field 
you’ll find the outstanding papers are ABP papers. 

They’re paid circulation, ABC-audited papers, of course. 

But more than that, they’re papers exerting genuine leadership. 
They work together — continually — to serve their readers better, 
and to help advertisers do an increasingly effective job. 

Look for the ABP-ABC symbols when you build your list. 


Tue ASSOCIATED BUSINESS PUBLICATIONS 


Founded in 1916 


205 East 42nd Street, New York 17, N. Y. e MUrray Hill 6-4980 





MORE HELP FROM ABP... 


What can a business profitably do 

with its tax dollars? Here's an outline of 
five possible ways of using today’s profits. 
It weighs the advantages of each in terms 
of present and long-range gains...a 
clear-headed analysis that can help you 
decide what your business should do. 
Send for a copy 


Have you seen ABP’s color slide film, 
**Research Looks at Business Paper Read- 
ership?”’ Based on the ARF studies, it 
shows who reads business papers . . . and 
why, what and how. Write for a showing 
to your next group meeting. 
*ARF’s “Continuing Study of Business Papers” 
is sponsored by ABP. 
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The Cro-Plate Co., Inc. — a young, fast-growing 
concern — manufactures the following metal 
processing equipment: 

Cro-Hone Pressure Blast — for high production- 
rate, deburring, descaling, and general 
surface finishing. 

Cro-Hone Jr. — for general metal cleaning. 

Cro-Platers — completely self-contained bard 
chrome-plating units. 

Specially designed CRO-HONE wet-blastina units— 
for handling heavy dies and molds. 
Cro-Engineering Service — highly-trained, expert- 
enced technicians capable of inaugurating 
and developing hard-chrome plating pro- 

cedures in metal-working plants. 


‘® 


Concentrate Your Advertising 


Where Materials Engineering Men 
Concentrate Their Attention... 


*eeeeeseeee#e#e#e#*® 


MATERIALS 
& METHODS 


for Cro-Plate Products! 


As a direct result of four single-page advertisements and 
a two-page editorial article appearing in Materials & 
Methods, The Cro-Plate Co., Inc., Hartford, Conn., sold 
31 units of its metal cleaning and plating equipment for 
a total of $56,474 in sales! 


In addition, Alan R. Burman, Vice President of The Cro- 
Plate Co., Inc., credits Materials & Methods with leads 
which sold Cro-Engineering Service to a leading aircraft 
manufacturer. He writes: 


“Even further value may be ascribed to our pro- 
motion in Materials & Methods. We gained leads 
and contacts which initiated the sales of products 
and processes not even mentioned.” 


FOR CRO-PLATE 


METH( is FIRST in editorial pull- 
ing power and FIRST again, in direct sales per advertising- 
dollar invested. Here is conclusive evidence that the mate- 
rials engineering readers of Materials & Methods have the 
power to buy your products if you sell engineering mate- 
rials, parts, finishes or materials processing equipment. 





A REINHOLD PUBLICATION 
330 West 42nd St., New York 18, N. Y. 


Cleveland * Chicago * Dallas * Los Angeles 
San Francisco * Seattle 
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Industrial ad budgets to hit 
2.16% of expected sales in ‘52 


By Bob Aitchison 


Warning . . A compilation of adver- 
tising pendit in lati to sales 
volume is a good gage of the status of 
advertising and its growth. A compilation 
is presented here for that purpose. But 
such “per cent of sales” figures can bring 
woe to the advertiser if he uses them to 
decide his budget. 





Industrial Marketing, the National Indus- 
trial Advertisers A iati and leadi 
executives in the field endorse the task 
method of deciding sales objectives and 
setting advertising expenditures at what- 
ever it takes to achieve those purposes. 








® IN 1952, the composite industrial 
advertiser will spend 2.16% of ex- 
pected sales for advertising . . ac- 
cording to more than 250 industrial 
advertising managers participating 
in INDUSTRIAL MARKETING’S fifth an- 
nual survey of advertising and sales 
promotion plans. 

This compares with 2.04% re- 
ported by 302 advertisers in IM’s 
1949 study . . 1.90% reported by the 
National Industrial Advertisers As- 
sociation for the war years, 1941 to 
1944 . . and 1.90° reported to IM 
in a 1946 study. 

Other predictions by industrial 
admen include: 


Sales . . 58°, of companies expect 
an average increase of 16.7% in 
sales. No change . . up or down. . 
is predicted by 37.9% of the com- 
panies. An average decrease of 13° 


is forecast by 8.37 of the reporting 
manufacturers. 


Appropriations . . 72°) of adver- 
tising managers reporting will be 
working with an average budget in- 
crease of 16.9%. (This is noticeably 
higher than the 11 to 13° increase 
forecast by advertising executives 
elsewhere in this issue . . see page 
38). Another 24% reported that 
1952 appropriations would be the 
same as last year. Only 4% were 
saddled with reduced budgets. 

When asked, “Where will the ex- 
tra money go?” 39% pointed to 
higher production and space costs, 
and another 32.9%; mentioned mar- 
keting research. 

Distributors, jobbers and dealers 
can expect more selling helps in 
1952 inasmuch as some 27% of ad- 
vertisers plan to do a better job of 
backing up field selling organiza- 
tions. And 13.8% will devote more 
time and money to trade shows, dis- 
plays and exhibits. 


Copy .. 1952 will see few basic 
changes in copy approaches. More 
than 76% of admanagers reported 
no significant change on this count. 
And existing or expected material 
shortages are dictating few if any 
changes in advertising programs, 
according to 93°% of the respondents. 


Individual Appropriations for 
1952 are shown in the following list. 
Each listing is for a separate in- 
dustrial advertiser . . identified only 


a January * 1952 


Industrial Marketing 


by product. Advertisers were asked, 
“What per cent of your anticipated 
1952 sales are you appropriating for 
1952 advertising?” 


MATERIALS 





Metals, raw; metal products 
% of 


Product Sales 


Fastening 3.10 


ne 
if 


3.00 


Pressed metal ; 


80 


Chemicals, oils, 
plastics, paints 


nem 
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MACHINERY, SPECIAL 
INDUSTRIES 





PLANT MAINTENANCE 
EQUIPMENT, SUPPLIES 





PROCESSING EQUIPMENT 





METALWORKING MACHINERY 





POWER PLANT EQUIPMENT 





ELECTRICAL MACHINERY, 
PRODUCTS 








CONSTRUCTION EQUIPMENT, 
HEAVY MACHINERY 





MATERIALS HANDLING 
EQUIPMENT 








PLUMBING, HEATING, 
AIR CONDITIONING, 
REFRIGERATION EQUIPMENT 





Refrigerators 5.00 
Refrigeration accessories 3.00 
Steam, hot water 

heating equiprzent 
Unit type dust coliecters 
Water heaters, furnace 

pipe fittings 
Component oil heating parts 
Air conditioning devices 


Refrigeration equipment 


NWN D PH 


Refrigeration equipment ( 
Air filters, precipitators, 
heating equipment 
yommercial refrigerators 
Yompressed gas equipment 
soda fountains 
Blowers, heaters, fans 
Compressors, refrigeration & 
air conditioning units 
Air conditioning, heating 
refrigeration equipment 
Air conditioning 
refrigeration equipment 
towers, heat exchangers 


tion units, compressors 


AUTOMOTIVE, AIR, RAIL 
TRANSPORTATION 
EQUIPMENT AND 
PRODUCTS 





Aircraft motors, hydraulic 
equipment, electronic devices 
Aviation, automotive components, 

marine oducts 
Brake linings, fan belts 
Aircraft production equipment 
Air cargo 
Automotive parts 
Aircraft accessories 
Steel trolley poles, 
truck undercarriages 
Railway equipment 
Internal combustion engines 
Automotive glass 
ernal combustion engines 
Aircraft, automotive 
heating equipment 


Diesel locomotives, parts 


FARM EQUIPMENT, SUPPLIES 





Portable grain elevators, 
farm truck bodies 

Sprayers, dusters 
irrigation systems 

Livestock, poultry feeds 


MISCELLANEOUS 





supplements 
Dental supplies 
Medical therapy equipment 


Venetian blind components 
Institutional furniture 
tating, recording equipment 
Dictating machines 
alvanized ware 
Industrial, medical cameras 


rforated materials 

troleum products 
Business forms, 

office equipment 
Photographic products 
Custom molded plastic parts 


Petroleum dispensing equipment 





Following are excerpts from let- 
ters by well known industrial ad- 
vertising and sales executives com- 
menting on individual company 
plans for 1952: 


Lincoln Electric Co. 
A. F. Davis. . 


vice-president 


s Supporting our publication ad- 
vertising and sales promotion activ- 
ities, our company will concentrate 
on personal instruction of designers 
and engineers throughout industry 
on the techniques of designing 
welded steel machinery. A series 
of instruction courses will be given 
in all major parts of the country by 
our engineers. 


Kaiser Aluminum 


Gordon Ainsworth 


} 
relations 


# Although aluminum should con- 
tinue in high demand and _ short 
supply during the company year, 
the expansion of our capacity makes 
it advisable to focus our advertising 
thinking on the time ‘when defense 
needs have been met and it will be 
necessary to engage in vigorous 
selling. 

Copy will follow the theme we 
have been using: that aluminum 
is a versatile metal which, although 
in short supply today, will play an 
increasingly important part in prod- 
ucts of the future from both man- 
ufacturers’ and consumers’ stand- 
point. 


Federal Products Corp. 
I. A. Hunt 


and advertising 


manager, sales promotion 


& We expect to increase our ad- 
vertising by about 75% in 1952. We 
feel now is the time to educate 
people in the use of our instruments 


as much as possible, in the hope of 
spreading and increasing the use in 
times when business is not so active. 


Deeptreeze 


R. G. Palmer . . market research dept. 


= We plan to allocate more of our 
advertising dollars to the farm mar- 
kets. 


Porter-Cable Machine Co. 


John A. Proven . . vice-president, sales 


# Since our products consist al- 
most entirely of aluminum and elec- 
tric motors, we expect government 
restrictions ‘to reduce our supply of 
raw materials by approximately 
one-fifth. 

Anticipating this condition last 
year, we assigned a man to the job 
of locating military contracts which 
would best fit into our type of pro- 
duction . . and replace lost business 
due to restrictions. We made some 
pilot runs on military items and are 
ready this year to put them into 
full scale production. 


Wisconsin Motor Corp. 
Harry Cronk . . vice-president 


® Our advertising appropriation for 
1952 will be increased 20%. This 
will be used to strengthen our posi- 
tion in many fields . . particularly in 
the farm field where there is a large 
potential for us. 


Shampaine Co. 

Irving H. Fell . . asst. sales manager 

s Advertising appropriations for 
1952 will be increased. by about 30%. 
Much of the increase will be used 
to set up a company and dealer 
salesmen’s training program. Mar- 
ket research may also come in for 
a small part of the appropriation. 


Tube Turns, Inc. 


xene Wedereit director of advertising 


# Any increase in advertising ap- 
propriation will be only by the per 
cent necessary to take care of in- 
creased costs. 


Dodge Mig. Corp. 
Ralph Hanes . . director, advertising & 


sales promotion 


® Introducing one or more new 
products annually is a recognized 
policy of Dodge. We expect to de- 
vote a large portion of our substan- 


continued on page 46 
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Agencies forecast on export: 


Rate increases will boost 


foreign advertising expenditures 


By Charles Downes 


If nothing unexpected upsets the 
economic applecart, export sales 
will rise, say executives of most 
key agencies handling export 
advertising. 





® EXPORT ADVERTISING appropria- 
tions for 1952 will be larger and, if 
no upsetting political or economic 
situation develops, export sales vol- 
ume also will rise, advertising agen- 
cy executives believe 

In a check by INDUSTRIAL MARKET- 
ING on the export outlook, agency 
executives questioned said that in- 
dustrial export markets are likely 
to expand, and that most U. S. com- 
panies doing business overseas are 
planning to increase their promo- 
tional activities next year 

Executives of major agencies with 
industrial accounts doing export 
business answered these questions: 

é 

1. Wheat about appropriations 
for export advertising in 1952 
.. will they be up or down? 

IRWIN VLADIMIR & CO.: Generally, 
up 
Up about 20% 
ADVERTISING SERVICE BU- 


ROBERT OTTO & CO 

FOREIGN 
REAL There will be an over-all 
increase largely to take care of rate 
increases 

YOUNG & RUBICAM: Approximate- 
ly 30° 

GOTHAM ADVERTISING CO 


increase across the board 
Appro- 


priations are being stepped up 


COMPTON ADVERTISING: About the 
same. 

J. WALTER THOMPSON CO.:  Defi- 
nitely up 

BATTEN, BARTON, DURSTINE & OS- 
BORN: The average is likely to be 
up a little 

JAMES THOMAS CHIRURG CO.: De- 
pends on the product. Some will 
be higher, others lower. 

BUCHEN CO.: Up, averaging 5 or 
10°; . . mostly because of publica- 
tion rate increases 

RUSSELL T. GRAY: Up about 10 


or 1lo% 


2. What percentage of total 
export sales does your average 
client spend 

for export advertising? 


VLADIMIR: It varies with the prod- 
uct. Cosmetics, drugs, ete., range 
from 5 to 40%. 
generally from 2 to 5% 

Depending on product, the 
range is from about 2% to 30. 
On specialties about 


Heavy goods range 
OTTO: 


FOREIGN AD 
10°;. On capital goods the average 
expenditure is about 2% 
yer: No comment. 

Some products run as 


one-tenth of 1%; 


GOTHAM: 
low as about 
others go up to 40%. 

From 5% to 10% 
twt: Average is about 12%. 
Varies with the product 


COMPTON 


BBDO 
and the market 
No comment. 
Average is 1 or 2° and 


CHIRURG: 

BUCHEN 
it’s always a fight to raise it up to 
domestic per cent of sales figure, 
which invariably is higher 


Gray: About 5% 


3. If appropriations are up. 
how will the money be spent? 

VLADIMIR: Primarily to cover rate 
increases. 

otto: Depends on the market, 
the product and conditions. 

FOREIGN AD: For rate increases. 

yer: Likely to expand use of 
media. 

GOTHAM: To take care of higher 
rates and to increase frequency of 
insertions. 

compton: No comment. 

rwt: About the same way it is 
now being spent. 

BBDO: Same way as now. There's 
no definite trend toward any par- 
ticular media. 

cHIRURG: More concentration on 
local advertising. Agency’s strategy 
is to improve the weaker links. 

BUCHEN: Mostly on business pa- 
pers, general magazines and news- 
papers 

GRAY: Largely on publication rate 


increases. 


4. Do you expect export sales 
volume to increase or decrease? 


VLADIMIR: If no upsetting situa- 
tion arises there may be a slight 
increase. 

OTTO: 
on market and product. 

FOREIGN AD: Sales will be meas- 


Increase, but it depends 


ured by supplies. 

yer: Expect increase. Wouldn't 
venture to say how much. 

GOTHAM: Likely to increase, but 
may be spotty 

swt: Barring rationing for mili- 
tary production, export sales should 





Manufacturers forecast on export: 


90% of export advertisers 


will hold or boost 1952 budgets 


About three-fourths of the for- 
eign advertising dollar will go 
into export trade publications. 
Trailing these will be general 
magazines, mail, newspapers. 





® MORE THAN 90% of U. S. com- 
panies that sell overseas plan to 
maintain or increase their export 
advertising expenditures in 1952. 

A survey of 164 such companies 
by the Export Advertising Associa- 
tion of New York showed that 5% 
plan to decrease export advertising 
expenditures and the remaining 5% 
are undecided. A similar survey a 
year ago showed that 80°% of export 
advertisers planned to maintain or 
increase expenditures in 1951. 

Of 81 machine and tool manufac- 
turers reporting, 96° said that their 
export advertising expenditures 
would hold or increase in 1952. 

Optimism stemmed partly from a 
surge in export sales during the past 
year. Some 78% of exporters said 
that their 1951 foreign sales volume 
was ahead of 1950 volume, while 
6, reported a decrease. Last year’s 
survey showed 57% reporting an in- 
crease for the year and 27% report- 
ing a decrease. 

The association said that its 


This is a condensation of a story by Wil- 
liam Robert Kapp, economic consultant, 
Gotham Advertising Co., and James L. 
Tyson, research manager, Time-Life Inter- 

in the October issue of ‘‘Inter- 


published by Dun & 


national 
national Markets,’ 


Bradstreet 


studies, which included annual sur- 
veys for the past three years, 
show that the sale of U. S. products 
overseas will be supported by some 
of the heaviest advertising expen- 
ditures ever appropriated. 

The 164 companies surveyed rep- 
resented a 16% return on a ques- 
tionnaire mailed to 1,015 companies 
last September when most export 
advertising executives were plan- 
ning their 1952 export budgets. 

Highlights of the study: 


1. About 37% of companies re- 
ported that foreign sales were more 
than 10% of total sales. Some 29% 
of companies reported that foreign 
sales ranged from 6 to 10% of total 
sales. 


2. Some 84% of companies re- 
ported that their export advertising 
budgets ranged from 1 to 5% of ex- 
port sales. About 14% of companies 
reported that the export budget 
ranged from 6 to 20%, while the 
remaining companies reported high- 
er budgets. 


3. Nearly all reported that top 
management favorably regards ex- 
port activity. Only 2% indicated 
a disinterested or unfavorable atti- 
tude. And 1% said that manage- 
ment’s stand has grown less favor- 
able in the past year. 


4. Concerning media used, the 
export executives still show heavy 
preference for United States export 
trade publications. Nearly three- 
fifths of the foreign ad dollar now 
goes to them, according to the sur- 


vey. U.S. export consumer maga- 
zines stand second, with direct mail 
and local newspapers taking third 
and fourth spots. 


As in the earlier surveys, detailed 
breakdowns _ by industrial 
groups were made in order to pro- 


large 


vide data on specific export adver- 
The four groups cov- 
chemicals, 


tising plans. 
ered 
autos and auto equipment, machin- 


were drugs and 
ery and tools, and other consumer 


goods. Main findings: 


1. All four groups are highly op- 
timistic regarding their 1952 export 
Yet the drugs and 
chemical men indicated a somewhat 
outlook than the 
other groups . . an about-face from 
1951 and 1950 points of view when 
they were considerably more cheer- 
ful than their fellow traders. 


ad programs. 


less optimistic 


2. At least two-thirds of the ex- 
port executives in each group said 
that their sales this year are more 
than 10% How- 
ever, slightly larger increases are 
listed by the auto and machinery 
groups. U. S. foreign trade figures 
supported this development. 


above last year. 


3. Drugs and chemical exporters 
considered sales abroad more im- 
portant than did the three other 
groups. Nearly two-thirds of the 
first group say that more than 10% 
of their total company sales derive 
from export today. For the auto 
field the figure is 19°%, for machin- 
ery 38%, and for other consumer 
goods 31%. 


continued on page 102 
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Agencies forecast: 


More research, bigger budgets 


ahead in industrial advertising 


@ INDUSTRY IS NOT lounging idly on 
the crest of the present tide of easy- 
to-get business. Instead, it is look- 
ing to tomorrow when the word 
“selling” may again come into com- 
. for industrial adver- 
substantial 


mon usage 
tisers plan to devote 
time and money to market and mar- 
keting research in 1952 

This is the almost unanimous 
forecast of top executives of many 
of the nation’s leading advertising 
agencies handling industrial ac- 
counts 

Agency men also predict that 
clients will continue the trend to- 
ward the use of more “repeat ads.” 
In many instances, the savings ef- 
fected by this practice will be di- 
verted to business papers to cover 
rate increases 

In a period of lush business and 
increasing space and_ production 
rates, it is only natural to expect a 
sizeable boost in appropriations for 
advertising and this is exactly 
what agency men see. The expected 
11 to 13%. 

Comments by agency executives 
on the outlook for 1952 follow: 


be 0st 


James Thomas Chirurg Co. 


® APPROPRIATIONS ARE UP substan- 
tially 


accommodate rate increases 


beyond what is needed to 


Marketing research wii! be used 
Everybody wants 
Ex »n 


where advertisers are too busy with 


more and more 
more facts, fewer guesses 
war orders to pay much attention 
to research for future marketing, 
they acknowledge their realization 
of the need for it. 

We have recommended new pro- 
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motion methods . . films, for one. 
Materials shortages do not affect 
strategy as much as might be sus- 
pected. In selling to industry, ad- 
vertising serves a long-range func- 
tion; hence the advertising of ideas 
is not affected . . rather is encour- 
aged . . during a period of shortages. 


JAMES THOMAS CHIRURG, president. 


Russell T. Gray, Inc. 


® APPROPRIATIONS for 1952 are ap- 
proximately 9% higher because of 
increases in publication rates. Our 
own accounts are up somewhat 
above this with the extra increase 
being used to do a better job in 
various markets already being cul- 
tivated as well as exploratory work 
in new markets 

Insofar as our budgets are con- 
cerned, very little will be used in 
research for new markets. Our own 
impression is that most of these 
people are so far behind in their 
present orders and have such a 
backlog of unfilled civilian business 
that the replacement of military 
business, as of this moment at least, 
is not being given too much thought 
or causing too much worry. 

There is some tendency toward 
the reduction of the use of direct 
mail for the simple reason that a 
great many people do not care to 
direct in- 


create or receive any 


quiries HARVEY SCRIBNER, presi- 


dent 


Klau-Van Pietersom-Dunlap 
Associates 


® APPROPRIATIONS for 1952 are gen- 
erally up . . in most cases parallel- 


ing the increase in the cost of space 


and mechanical production. Re- 
search activity is constant but not 
abnormal, indicating that most of 
our clients are more interested in 
taking care of present markets 
rather than searching for new ones. 

In some cases, material shortages 
are definitely dictating changes in 
advertising programs. These changes 
mostly concern a shift of emphasis 
from one line to another. 

Our clients are repeating more 
ads. This conserves mechanical 
costs and allows them to maintain 
effective space schedules despite 
increases in production expenses. 

FRANK V. BIRCH, president. 


Gray & Rogers 


® THE 1952 APPROPRIATIONS of our 
clients show an upward trend aver- 
aging close to 10%. One reason for 
this is the advertisers’ clear, but 
often painful, realization that 1952 
costs of production and media will 
be too big to fit 1951 appropriations. 
Or, to put it another way, to dupli- 
cate a 1951 appropriation in 1952 
would be tantamount to a curtail- 
ment of advertising for many of our 
clients. 

Copy approaches in 1952 will not 
differ greatly from those used dur- 
ing 1951. Nor will sales promotion 
methods or media be drastically re- 
vised. We have noticed, however, 
an increasing interest by many of 
our clients in public relations and 
publicity. 

We shall create and produce more 
one-color advertisements this year 
than we produced in 1951 . . and 
1952 may be a lean year for, among 
others, the hand-lettering experts 





Editors forecast: 


Steel, machine tools, oil 


to spark continued big volume 


® THE NATION’s big production and 
sales of hard goods in 1951 will con- 
tinue in 1952, business paper editors 
predict. 

A survey of editors by INDUSTRIAL 
MARKETING showed that the machine 
tool industry will continue to boom 
and enters 1952 with the biggest 
backlog of orders since early World 
War II, steel production will con- 
tinue to rise as expansion programs 
near the pay-off stage, petroleum 
sales will increase 5 or 6%, indus- 
trial building will expand and hous- 
ing construction will continue in- 
adequate at slightly below 1,000,000 
homes with a probable 5% price in- 
crease. 

Individual forecasts: 


Building 
American Builder 
Edward G. Gavin, editor 
® MANPOWER, GOVERNMENT . 1952 
will see no less than $00,000 and 
probably no more than 1,000,000 
new housing units started. 
Manpower will be available for a 
program of 1,000,000 new units, un- 
less there should be a full scale war. 
With exceptions, building materials 
are in ample supply, and there is 
every reason to believe that the 
current metals restrictions will be 
removed by the third quarter of 
1952, again barring outbreak of war. 
The market for new homes con- 
tinues strong. There is no reason to 
believe it cannot absorb about one 
million new homes for at least the 
next four or five years. 


Brick & Clay Record 


J. J. Svec, assistant publisher 


® STRUCTURAL CLAY PRODUCTS . . In 


1952 the structural clay 
and refractories industries will buy 
equipment and building materials to 
expand manufacturing facilities 
about 30%. This is part of a triple 
or quintuple expansion (30% to 
take place in the next year or two) 
caused by two factors: (1) a paving 
block which will revolutionize high- 
way paving and (2) structural units 
which make home, church, hospital 
and factory building less costly than 
any other type of material and build 
a better building. 

Look for clay products replacing 
steel in large structures. A thou- 
sand bricks used properly can re- 
place several tons of steel. If war 
continues or expands, all markets 
naturally increase since our prod- 
ucts are substitutes for steel, and 
our refractories are essential for the 
manufacture of steel, aluminum, 
copper and other metals for war. 


products 


Building Supply News 


J. W. Parshall, executive editor 


® LUMBER, BUILDING RETAILERS 

We estimate these retailers will do 
a 1952 business of about $8 billion, 
at retail prices. Few material short- 
ages other than structural steel, and 
ample substitute materials on hand 
for most scarce items. Prices, about 
the same. The lumber and building 
material dealer also does much 
over-the-counter business which is 
not affected by the ups and downs 
of building. 


Construction Digest 
J. L. Adams, associate editor 


® IN ILLINOIS-INDIANA-OHIO .. An 


estimated $2 billion will be spent 
on engineered construction in these 
states and adjacent territory in 1952. 
Commercial, military, state and mu- 
nicipal expenditures will combine to 
make next year the largest in mid- 
west history. 

Private companies, some the na- 
tion’s largest in their respective in- 
dustries, will spend the biggest 
chunk of money . . $437,000,000 . . 
on expansion of plant facilities to 
meet the increasing demand for de- 
fense production. Depending upon 
the successful conclusion of state 
highway officials’ drive for larger 
steel allotments, 1952 will be a big 
year for roadbuilders. 

Although existing materials short- 
ages obscure the outlook, it seems 
that planning has not abated but in- 
creased. 

Construction Methods & Equipment 

Harold W. Richardson, editor 

. The 
equipment shortage 
operates two ways: production is 
held back by inadequate steel allot- 
ments, and more equipment is 
needed for military combat and de- 
fense needs. Where normally com- 
bat requirements take 0.5% of 
equipment shipments, they 
soak up 25%. Where normally mil- 
itary and defense construction takes 
1.5%, now it is absorbing 12% of 
current production. These needs are 
mét’ by cutting back equipment for 
highways by two-thirds and for 
other heavy construction by almost 
three-fifths. contracts 
for heavy construction should top 
$12 billion in 1952. Construction of 
all types and sizes: $26.5 billion. 


continued 
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1952 calendar 
advertisers 
try for good art 


with lower cost 


® THREE MAJOR METHODS are being 
used by industrial advertisers in the 
design of the company calendar as 
a sales help 
One method is the use of high 
quality art, typography and paper 
to produce a handsome calendar 
with no sales message apart from 
the company name, which is set in 
small, inconspicuous type or in a 
vay that blends harmoniously with 
the whole. As an immediate sales 
pusher, this calendar is at a con- 
siderable disadvantage But after 
all, what can a calendar do? As a 
customer service and a gentle, long- 
term sales aid, this calendar has 
idvantages 
For one thing, its chances of get- 
ting hung in office or home are 
probably the greatest And _ the 
quality of the aft may be reflected 
in the company name and product 
as in much good institutional 
advertising 
Another method is the use. of 
good or excellent art that is strongly 
tied to the company and the prod- 
uct. A brief sales message may o1 
may not be included. It’s a rathe 
attractive calendar and it is likely 
to be used on walls of office or plant 
if the customer doesn’t mind looking 
at a picture of a tractor, drainage 
ditch or other industrial equipment 
or installation in a colorful setting 
If it gets on the wall, it is a worth- 
while ad 
A third method is the novelty cal- 
endar that attracts notice despite 
calendar competition. The calendar 
may produce surprise or amusement 
but whatever it does, it commands 
attention by being different It 
makes at least one sales impression 
when it arrives on the customer's 
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Executives keep close tab 
on employe communications programs 


Question: Just how important to industry is a sound, well-planned program of employer- 


employe communications? 


Answer: Quite important. . 


important enough to command sustained attention from top 


management, according to top management itself. 


Here's what nationally known executives of companies with successful and effective pro- 
grams have to say on the subject. They discuss objectives, techniques and results. 





C. J. Backstrand 


® WE ARE FIRMLY convinced of the 
value of a sound, well planned em- 
ploye communications program. Our 
activities in this area are quite com- 
prehensive and include the use of 
many media a monthly magazine, 
plant newspapers, bulletin boards, 
letters sent to the homes of em- 
ployes, condensed annual and semi- 
annual financial statements for em- 
ployes, organized recreational ac- 
tivities, and group meetings, both 
large and small 

Our monthly magazine uses pic- 
tures extensively and presents gen- 
eral company product and policy in- 
formation. The plant newspapers, 
on the other hand, give detailed lo- 
cal information pertaining to work 
schedules, equipment changes, safe- 
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ty, suggestions, recreation and per- 
sonal items. These papers are un- 
usual in that they give complete 
and accurate coverage of union- 
management relations, including 
grievances, arbitration and bargain- 
ing sessions 

Letters are used at the plant level 
whenever there is an item of news 
of major employe interest that can- 
not, for some reason, be presented 
by other media. The annual and 
semi-annual financial statements are 
brief but complete and designed 


primarily to give employes a better 


. ° 
understanding of the basic role of 


profits 

We have held meetings at our 
largest plant with as many as 700 
employes in each session. On the 
other hand, in many of our plants, 
departmental meetings are held at 
regular intervals with approximate- 
ly 20 to 25 employes attending. 
These sessions are conducted by the 
department foremen and are held 
on company time, usually in the 
plant. Discussions range over all 
subjects of interest to employes. 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


Cary H. Stevenson 


ice-President 


® EMPLOYER-EMPLOYE communica- 
tions are second in importance to 
the obvious realization that man- 
agement must have something to 
communicate . . something of inter- 
est and of benefit to the employe, 
something that makes him feel 
that he is an important member of 
the trio of customer, stockholder, 
and employe 
We put out a publication about 
once a month mailed directly to the 
employe’s home. It has not too 
much about babies and bowling, and 
lots about incoming orders, profits, 
and company problems, . . not little 
absenteeism, scrap 
losses, and washing up before the 
bell; but major problems such as 
adapting the company’s policies to 
the business cycles, the advantage 
of diversification of products, or the 
effect of expanding business on the 


problems like 


working capital. 

We do not have a personnel de- 
partment but consider communica- 
function of 
everyone in management. No im- 
portant change in operations or pol- 
icy are made without explaining to 
the entire organization the result we 
are trying to achieve and the meth- 
ods that are to be used. Weekly 
meetings between foremen and top 


tions an_ important 





management discuss company prob- 
lems and the foremen are encour- 
aged to pass such information to 
their departments. 

Golf tournaments, Christmas par- 
ties, and bowling dinners are fre- 
quent, and are planned and carried 
out by the employes. Top man- 
agement joins in these activities 
where rank is completely ignored. 
The company officers are mixed in- 
discriminately throughout the group 
on a basis that encourages employ- 
es to discuss company affairs nat- 
urally and without restraint. It is 
surprising how the details of such 
discussions are quickly disseminated 
throughout the company. 


Philip B. Niles 


President 


Towne 


® WE BELIEVE a program of em- 
ployer-employe communications can 
only be as good as its purposes. 
These include: 

1. To help each employe identify 
himself with the company beyond 
his immediate job function, to arouse 
a pride in his job and an awareness 
of its importance by helping em- 
ployes to understand they are an 
integral part of a greater entity that 
manufactures and distributes high- 
ly useful products throughout the 
world. 

2. To confirm and enhance the be- 
lief ameng our employes that Yale 
& Towne is a good company to work 
for. 

3. To give our employes a “sense 
of belonging” by sharing with them 
information about the company’s 
plans, purposes, and achievements. 

To achieve these aims, our public 
relations department, in cooperation 
with the industrial relations depart- 
ment of each manufacturing divi- 
sion, conducts various employe com- 
munications programs that include: 
plant newspapers which are mailed 
home; employe information hand- 
books which provide orientation for 
new employes and a reference man- 
ual on company policies and prac- 
tices for all employes; newsletters 


to explain important policies or spe- 
cial subjects; bulletin boards; pub- 
lic address systems to make an- 
nouncements to employes while they 
are at work and occasionally to pro- 
vide music; reading rack services to 
give employes a convenient oppor- 
tunity to obtain free and authorita- 
tive information booklets dealing 
informally with such subjects as 
home services, economics, safety, 
industrial arts, etc. 

Our employe relations program 
also includes the planning and ex- 
ecuting of various social and athletic 
events. 

On a more restricted level, we 
also conduct a communications pro- 
gram involving personnel in the 
management groups, from shop su- 
pervisors upward. The purpose of 
this activity is to sharpen their sense 
of management responsibility and a 
feeling of participation in company 
direction. 

Over-all, however, we make de- 
termined efforts to interpret com- 
pany programs and policies to all 
our employes. This is in line with 
the policy recently stated by the 
president of Yale & Towne that “the 
next president of our company, and 
his successor, should now both be 
working in the company.” 


John N. Marshall 


»ssident 


® A COMPANY PUBLICATION is the 
recognized leader as a medium for 
telling the company story to em- 
ployes. Our publication, “The Mill,” 
is an eight-page monthly newspa- 
per. Its editor works under our di- 
rector of industrial relations and 
personnel. 

Other media of communication 
used are an_ industrial 
newsletter, employe bulletin boards, 
employe handbooks, and plant tours. 
These, too, are the responsibility of 
the publication editor. 

Supplementing this general pro- 
gram are special newsletters from 
the vice-president in charge of pro- 
duction to all supervisory employes, 


relations 


and letters from the president to all 
employes on particularly significant 
events, plans or achievements. 

To be most productive, employe 
communications should carry infor- 
mation to the employes and in turn, 
convey their thinking to manage- 
ment. 

We have used a number of de- 
vices to open this two-way street. 
Each year, we have a face-to-face 
session with supervisors on the an- 
nual report questions are wel- 
comed, all aspects of the report are 
thoroughly discussed. We have used 
the opinion survey and readership 
surveys with considerable success. 
We have also sponsored a series of 
human relations seminars in which 
the participants express their opin- 
ions freely. 


William S. Lowe 


President 


if 


® MORE COMPANIES are becoming 
continually conscious of the need for 
more highly developed programs of 
employer-employe communications 
Communications to our employes 
are developed through a number or 
a group of activities of our indus- 
trial relations department. 

Our monthly employe publication 
keeps employes abreast of company 
activities from production through 
sales and, at the same time, covers 
activities of various employes. 

Bulletin boards carry continuous 
safety promotion, as well as letters 
on pertinent matters such as changes 
of top personnel, wage and salary 
matters, reasons for shift changes 
and schedules, etc. 

Our active sports program is ad- 
vertised through our local city 
newspaper and radio station, as well 
as through the employe publication, 
and special bulletins are posted the 
day of important games. 

The important matter of interpre- 
tation of company policies and pro- 
grams is handled by a conference 
with top supervision who, in turn, 
acquaint other supervision under 
them with the details. This infor- 
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Koppers accents business papers 


for extensive new products 


Cover Story 


® A SHINING EXAMPLE of the role of 


business paper advertising in the 
continuing development of modern 
industry is Koppers Co., Pittsburgh 
manufacturer of chemical recovery 
coke ovens and many related prod- 
ucts 


Coke 


products are one of the vital, big 


coke ovens and their by- 


industries developed in this century 


Koppers has been a pioneer and 
since the 


Kop- 


pers, German scientist and engineer, 


leader in the industry 


company founder, Heinrich 
came to this country in 1906 to build 
a battery of improved ovens of his 
design 

The company soon was purchased 
by American interests and has 


grown consistently until today it 


includes six operating divisions 


performing broad engineering and 
making 


construction services and 


hundreds of products including 


chemicals, plastics, pressure-treated 


wood, road paving materials, roof- 
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ndustria 


ing, bituminous coatings, creosote, 
The com- 


pany has relied heavily on business 


coke and allied products. 


paper advertising to introduce these 
products and to help maintain their 
distribution 

Koppers spends 75% of its adver- 
tising appropriation on business pa- 
100 publications in 
Every 


campaign in these business papers 


pers about 


many diversified industries 
has one of these objectives 


1. If the product is in good sup- 
ply, sell it 


2. If it is not in good supply, ex- 
plain allocation and rationing plans 


3. Introduce new products 


Supplementing business papers is 
the current campaign in Newsweek 
and Time aimed at building recog- 
nition among industrial top execu- 


tives. Each ad deals with one prod- 


a RS  TRETRATD woop 
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uct or service. Format rarely varies, 
with a dominant four-color illustra- 
tion (see cover) followed by the 
headline, short copy and signature. 

INDUSTRIAL MARKETING’S cover pic- 
ture, taken from the ad pictured on 
this page, is a composite photograph 
including a color shot (by Hedrich 
Blessing, Chicago) of the coke oven 
batteries and an interior shot of the 
window sill and coke. 

Other ads in the campaign have 
featured a series of paintings by 
Artist 
animals to demonstrate 


Herman Giesen, who used 
long life, 
toughness and other selling features 
of Koppers protective coatings. 
Koppers saves about $6,000 an- 
nually by using advertising art work 
for calendars. Each piece of ad- 
vertising art runs about $750. To 
get added circulation at low cost, 
the ad plates are used in the com- 
pany’s internal-external publication. 
The campaign has scored consis- 
tently high Starch scores. In addi- 
tion, the company has obtained en- 
couraging returns on a survey of 
all good customers 
. to de- 


termine whether they were seeing 


59 companies 
and prospective customers . 


the ads 

To the 525 principal executives of 
these companies a letter was sent, 
requesting the recipients to check 








Get ALL the facts on the 


MP DULLDING 
MANKE 


including naval as well as commercial 


construction programs 


During recent months we traced for you the rapid upward climb of commercial shipbuilding. Now we are 

mplete the picture by giving you the number of vessels and approximate total dollar value of navy 

and army construction, conversion, and repair programs as appropriated for by Congress and officially re- 

ported. This information is contained in our new 21l-page report, "1952 Shipbuilding Market’, a source of 

sic marketing facts. Besides details about naval and defense construction, it contains the latest tabula- 
ion of commercial shipbuilding under way in Amer 
ican yards, which is published each month in Marine 


Al 


Engineering and Shipping Review. 


As the marine industry's preferred, most useful magazine 
Marine Engineering and Shipping Review is your most ef 
fective entre to the profitable marine market. That is be 
cause it is the leader in paid audited circulation, in editorial 
influence, and in engineering authority — and offers cc 
age of the important buying influences throughout the shir 
operating, shipbuilding and ship design branches of the 
industry 


Get your copy of this latest report without obligation. Write 
or call Warner Lumbard, Business Manager, at 30 Church 


I 


Street, New York 7. 


v= MARINE ENGINEERING 9. 


and Shipping Keuiew 
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whether they read Newsweek, Time, 
and a third publication not on the 
schedule. Executives were asked 
whether they had seen a recent ad 
from the campaign 

Of 341 


about 66°, said that they had seen 


replies (a 65°% return) 
one of the recent ads 

An example of the inquiry-pull- 
ing power of the company’s business 
pape: advertising was a campaign 
last &. -tember and October in pub- 
lication reaching road contractors 
and gcvernment officials interested 
in road building. The insertions, 
which announced development of a 
new all-weather road patching ma- 
terial named “Komac,” pulled 220 
inquiries 


Batten, Barton, Durstine & Os- 
born, Pittsburgh, is the agency 


Industrial ad budgets 





tial publication appropriation to in- 
forming important men of industry 
of new products they can use to in- 
crease plant efficiency and produc- 


tion 


Trumbull Electric 


® We very definitely plan to stress 
distributor and salesman training in 
1952. Our basic problem, since we 
do not sell direct, is to make our 
electrical wholesaler and distributor 
more effective through product and 
promotion knowledge We are 
placing a task force on the road 
with all training props, slide films, 
etc., to hold sales meetings across 
the country with all of our dis- 


tributors 
Standard Register Co. 


® We will continue to spend a ma- 
jor part of our appropriation for 
direct mail publications and litera- 
ture which furnish customers and 
prospects specific cases, systems, 
stories, articles, working plans, tech- 
niques, tools, instructions, product 
information, etc., to help them con- 
trol clerical costs and develop bet- 


ter record systems 
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Joseph T. Ryerson & Son, Inc. 
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# We expect to continue our ap- 
propriation about as is, unless the 
approach to competitive conditions, 
or increases in the costs of adver- 
tising make it necessary to spend 
more 

An increasing portion of our ap- 
propriation is going into market re- 


search 
Four Wheel Drive Auto Co. 


= We expect our sales to increase 
by about 15% in 1952. This is ex- 
clusive of military and foreign sales. 
Military business, if it becomes de- 
manding, could sharply curtail pro- 


duction for other purposes 
Leeds & Northrup Co. 


® Since industry during 1952 is ex- 
pected to concentrate less on plant 
expansion and more on rolling out 
production, our advertising themes 


will reflect this situation. 


(Reprints of the above article are 
available, 15c each. Send requests 
with check, stamps or money order, 
to The Editor, Industrial Marketing, 


200 E. Illinois, Chicago 11.) 


Trends 








National Ad Agency Network 
clients report ‘52 budgets. 

More than 63°% of 
some 500 advertiser-clients of mem- 


National 
Agency Network have reported an 


@ ST. LOUIS 


bers of the Advertising 


increase in their 1952 advertising 
and sales promotion programs, ac- 
cording to Frank G. Japha, execu- 
tive secretary of the organization 
31.5% will 


maintain 1951 advertising pressure 


Another 158 firms or 
in 1952, while only 5.4°% expect to 
curtail promotion activities. 

On the forecasts of clients’ busi- 
ness prospects for 1952, 238 firms 
among 419 or 56.8°% reported an ex- 
pected increase. More than 31% 
look for the same degree of business 
activity in 1952, and only 11.5% ex- 
pect a decline in volume. 


sidered substitution. Manufacturers 
of consumer hard goods will search 
for materials and materials process- 
ing methods that will cut costs, 
increase efficiency and improve ap- 
pearance in order that they can pro- 
duce products that will entice con- 
sumers to spend more freely again. 
Competition in world markets for 
many materials will increase. 


Lupton seeks to run 
for senator against Bowles 


@ NEW YORK President John 
Mather Lupton of John Mather 
Lupton Co., New York agency, will 
be a candidate for the Republican 
nomination for U. S. senator from 
Connecticut. 

The nominee will run against Sen. 
William Benton (D., Conn.), former 
advertising executive and co-found- 
er of Benton & Bowles. 

Mr. Lupton, a resident of Weston, 
Conn., has never before run for 
political office, but he is a former 
president of the Young Republicans 
Club of Westport. He will reach 
the statutory age of 35 in March. 

Announcing his intention so seek 
nomination, he said: 

“Sen. Benton is a millionaire who 
was given his great opportunity for 
success by the American free enter- 
prise system. Yet he has chosen to 
spend the greater part of his time 
since he made his fortune working 
hard for the present administration 
in Washington which has done more 
to destroy free enterprise than any 
other administration in history.” 

A graduate of the University of 
Minnesota, Mr. Lupton served in 
the printing business and as adver- 
manager of two industrial 
companies before forming his 
agency in 1944 on $500 capital. 
Billings this year, he said, will hit 
$1,000,000 and will rise in 1952. 

Mr. Lupton at the same time an- 
nounced formation of Public Atti- 
tudes Corp., a new market research 
organization that will handle field 
surveys and confidential reports for 
Lupton clients and other capital 
goods companies. Work will be on 


tising 


a fee basis. 
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How much has metalworking 


grown in the past ten years? 


Going into 1940 there were 28,000 metalworking 
plants in the U. S. Today there are more than 
56,000. Physical output has increased 104% in 


the same period 
If you sell to metalworking—your sales potential is 


at least twice as big today as it was 10 years ago 


Metalworking is still on the rise. It is running well 


fTseea 
as / 


over 80 billion dollars a year in output and is on the 
way tothe 120 billion dollar mark by 1960. That means 
a potential for you half again as large as it is today 


To keep ahead of competition in such a fast growing 
market you may have to lift your sights to the bigger 
target. This calls for increased emphasis on the 
metalworking industry to fully capitalize on the 
opportunity ahead. 


The Weekly Magazine of Metalworking 





How well have metalworking 


media matched this growth ? 


Ten years ago there were 26 publications listed by 
Standard Rate and Data in the metalworking field. 
These papers had a total circulation of 305,668 
or an average of 11,757. 


Today there are 44 publications listed in the metal- 
working field with a total circulation of 718,554 or 
an average of 16,330. That's an increase of about 
45% in average total circulation. 


fSTBEL 


Throughout the past 10 years only one publication 
accurately matched its distribution to the industry 
growth and buying power. The one publication to 
accomplish this is STEEL. While the industry grew 
104% STEEL matched this with 116% increase 


in circulation. 


That is real controlled circulation in action. Ask the 
man from STEEL to tell you more about STEEL’s 
matc hed coverage. 


Penton Building, Cleveland 13, Ohio 








advertising 
in business 


December volume 117 


1951 


volume 
| papers 





(in pages) over 1950 


1950 page change °%. change 





Grand total 29,129 


volume 8.2 


Complete year, 1951 


Grand total 370,823 


Industrial Group 


Dec. Pages 
1951 1959 


26,072 3,057 


(in pages) over 1950 


1950 page change °o change 


342,733 28,090 8.2 


Total yr. pgs Industrial Group 


1951 1959 


December volume hits high for 
year; 1951 is up 8.2% over ‘50 


s Advertising volume for 264 busi- 
ness gained 8.2% in 1951 
over 1950 . . 370,823 pages compared 
to 342,733 . . an increase of 28,090 
pages 

December's 
highest for the year too. 
centage of 11.7% 
3,057 pages more than 1950's total of 
26,072. 


The five groups, as follows: 


papers 


increase was. the 
A per- 


gain represents 


Industrial, 157 reporting, gained 
15.2% 


with a gain of 11.6% for the year, or 


in December, or 2,430 pages; 
23,664 pages. Seven product news 
papers, figured on one-ninth page 
units, were up 16.6% in December, 
13.2°% for 1951. 

»The trade section, 55 reporting, 
gained 1.6% in December, but lost 
0.8% for the year. The 27 class pa- 
pers were up 169 pages, or 7.7°% in 
December, with an increase oi 1,467 
in 1951. 


lications, 18 reporting, gained 3.4% 


pages, or 5% Export pub- 


in December, 1.3% for the year. 





Dec. Pages Total yr. pgs. 
1951 1950 1951 1950 
if 




















Changes come quickly in the Chemical Process Industries... 
in plant design, materials and methods... 

in adaptation of equipment to improve processes and products. 
It’s a growing, ever-changing market, 

where decision-making executives watch new developments 
for ideas to cut costs and up output. 

And that’s how CHEMICAL WEEK answers the needs 

of chemical businessmen... it provides the know-why 

that helps solve management problems. 


CHEMICAL WEEK, sharply focused on business news, 

strikes at the core of executive-level interests. 

Terse, newsworthy, informative...it’s management’s own magazine. 
And that’s why more and more advertisers... 

of equipment, materials and services... 

find it an effective approach to the market. 

CHEMICAL WEEK reaches, and sells, 

men of all the management groups in the Chemical Process Industries. 


MANAGEMENT MEN ARE TALKING ABOUT:.. 


ABC * ABP 


A McGRAW-HILL PUBLICATION, McGRAW-HILL BUILDING, NEW YORK 36, NEW YORK 
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How the Union Railroad 
Saves Time with Radio 


894 Stations Now Have 
Unit-Load Handling Equt 


New Frisco Telephone Checking 
System Cuts Costs 


How the B. & .'s Office Method 
Department Works Out Changes _. 





Easy 
Ivage Job Made , 
Machines Recover Old Ties 
terval 1 recovered, " 
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A better advertising value 
as more railway executives 
buy their own copies 


When a business publication steadily gains in paid 
circulation among its primary readers and steadily 
maintains a high renewal percentage, it means that 
its editors are really on the beam in matching the 
interests of the men it serves. It means reader atten- 
tion that builds advertising value. 


RaiLtway AGE is a part of the business of railroad- 
ing. It provides top management men and traffic, oper- 
ating and other departmental executives with the 
current railway information they must have. In the 
latest survey of railway publications by an inde- 
pendent research organization, these men voted it 
“most helpful to the industry” by a thumping 8 to 1.* 


RaiLway AGE is 95% staff written. 27 editors, one 
of the largest staffs in the business publication field, 
keep RatLway AGE on top of events. They not only 
report the news, but interpret it as well in terms of the 
readers’ business interest. They dig out trends and ex- 
plore their possibilities and probabilities. They report 
new applications of products on railways and their 
effects on Operating efficiency. With two exceptions, 
all these editors are ex-railroad men. They know the 
language and what information railway men need 
to help them make and back up their decisions. 

RaiLway AGE reports to every railway office every 
week. It is the only railway business publication that 
covers the whole field of important developments 
weekly while the news still is news. 

Railway management men themselves play a part 
in RatLway AGE’s editorial leadership. If you look 
through some issues of RAILWAY AGE, you'll find ar- 
ticles by railway presidents, vice presidents, comp- 
trollers and operating, traffic and purchasing execu- 
tives. Almost invariably, the subjects of those arti- 
cles are discussions of improvements to service and 
facilities that involve some new or improved material 
or equipment. 


Certified copies are available 
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ain in railway circulation 


PAID 


railway 


circulation in- 
creased 3853 
from May 1950 
to Dec. 1951 


subscription 
renewal” 
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Advertisers Pick Railway Age 2 to 1 


Advertisers aware of the interest on the part of top manage- ! I & Electrical Engineer 
ment in the products that help them operate more efficiently — 

invest more of their sales money in RAILWAY GRR Resincerings Maintenance 
AGE than in any other railway paper. It leads PTTIRTTeTT a Hi Signcling & Communications 

in advertising pages by more than 2 to 1 over hy. — re aia 

the second pubication. ee p ’ Ce eee 
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For Automotive and Aviation Executives... 
THE ONLY COMPLETE SOURCE OF DATA 


For Advertisers... 
THE YEAR-ROUND KEY TO 


For the 34th consecutive year, automotive and 
aviation executives are looking forward to 
receiving their copies of the fact-packed 
AUTOMOTIVE INDUSTRIES Annual Statisti- 
cal Issue to be published March 15th. It is 
their only complete source of automotive and 
aircraft data . . . authoritative accurate 
up-to-date 


Included are detailed specifications on cars, 
airplanes, trucks, buses, tractors, engines; 
their production totals, registrations, sales 
totals, and an abundance of other information 
for year-‘round reference .. . all in one issue! 


OVER 21,400 PROVED READERS... 

A VAST BUYING AUDIENCE 

In 3,124 automotive and aviation plants, over 
21,400 engineering, design, production, admin- 
istrative, purchasing and sales executives will 
learn of the leading suppliers of parts, materi- 
als and production equipment through the 
advertising pages of the 34th Annual Statisti- 
cal Issue of AUTOMOTIVE INDUSTRIES. Over 
93% of AI. readers use the Statistical Issue 
throughout the year! That's what makes 
advertising in this important issue doubly 


DEEP PENETRATION OF AMERICA'S 

LARGEST INDUSTRIAL MARKET 

The automotive and aviation industries have 
a $20 billion order for defense materiel. In 
addition, they will be producing about $18 
billion worth of automotive and aviation prod- 
ucts for civilian use, annually. This vast field 
is the heart of American industry. This is 
Market No. | for large quantities of materials, 
supplies, parts, machine tools and plant 
equipment. And . advertisers get full cov- 
erage of this multi-billion dollar market 
through the popular A_I. Statistical Issue 


THE ONE MEDIUM FOR THIS $38 BILLION 
INDUSTRIAL FIELD 

Make the March 15th AUTOMOTIVE INDUS- 
TRIES Statistical Issue a “must” on your 1952 
advertising schedule it’s the most impor- 
tant issue of the year. All forms except special 
sections close February 25th. Spaces in the 
special sections close February ilth. Allow ten 
days extra for composition and proofs 


Remember . for effective coverage of your 
No. | industrial market, it’s sound business to 
invest your advertising dollars in the dynamic 


AUTOMOTIVE INDUSTRIES 34th Annual Sta- 


effective . . . doubly profitable tistical Issue. Make space reservations now. 


AUTOMOTIVE INDUSTRIES 


A CHILTON Publication Opa 


Chestnut & 56th Streets, Philadelpiiia 39, Pa. 


THE NEWS MAGAZINE OF AUTOMOTIVE AND AVIATION MANUFACTURING 





Which ad 


attracted 


more readers? 








Education vs. Humor 

® THE CARTOON METHOD was used in 
these ads by Nicholson File Co., 
Providence, R. I, in successive is- 
sues of Machinery. The ads had 
similar positions pages 275 and 
287. One used humor as a change 
of pace tor readers The other, us- 
ing no humor, offered a brief lesson 
in file maintenance. Which ad at- 
tracted more readers? For the an- 
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Look what TEAMWORK 
built in nr; Texas! 


Plants and equipment for the Chemical and Process Industries 
are designed, constructed and operated by teams of professional 
chemists and chemical engineers from production, design, research, 
development and management. 

Because I&EC’s workmaterial serves the needs of these men in 
every functional and title group... 


|&EC’s Professional Audience is the Greatest Concentration of 
Buying Power in the Chemical and Process Industries. 











The Workmagazine of the Chemical and Process Industries 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO © CLEVELAND © SAN FRANCISCO © LOS ANGELES © SEATTLE @ DALLAS 
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H. B. Durkee, Owner, H. B. Durkee Electric Company, Cleveland, Ohio 


In the lean year of 1920, H. B. Durkee started in the elec- 
trical contracting business after eight years of practical field 
work as journeyman, foreman and estimator. “Business was 
really competitive,” he reflects, “not like today when there 
is more than enough work to go around.” He recognized that 
success holdi on to customers hinged on assured 
minimum maintenance costs after installations were com 

leted. He'll tell you, “I ma sure that 
planned — engineered both in theory and fro 
experience — and that only the best material 
His devotion to “excellence” was quickly re 
has been richly rewarded 

Today Mr. Durkee’s successful firm empl 
cians and four field engineers. Unique electrica 
and conversion jobs —some running a million dollars or 
more — which demand a high degree of field engineering 
“know how” are his meat. For one conversion project not yet 


were used.’ 
gnized an 


completed Durkee has purchased approximately a million- 
and-a-half-dollars worth of electrical materials. His two sons, 
both college men, are conscientiously learning the tech- 
niques and methods that will enable them to carry-on in the 
“Durkee tradition.” 

Throughout the company’s long period of steady growth, 
Mr. Durkee and Art Kiefer, his right hand man for 30 years, 
have regarded ELECTRICAL CONSTRUCTION AND MAINTENANCE 
as a faithful companion and helpmate. They like to see their 
younger men read it too, because it “brings them along 
faster.” 

Describing ELECTRICAL CONSTRUCTION AND MAINTENANCE 
as an “experience exchange” which keeps them abreast of 
the latest installation techniques and methods — supplement- 
ing their own experience — they place great reliance on 
their business paper “to provide proved answers and sound 
suggestions for field engineering problems.” 











I 


part of this “experience exchange’ 


Here is an electrical contractor . . . an important customer . .. who works in the Cleveland area. 
He converted the Federal Reserve Bank Building there from DC to AC—rewired 13 floors and 
installed a modern lighting system with over 4,000 fixtures. His firm did the field engineering 
and electrical construction work on the Jack & Heintz plant — the distribution system 

in nine buildings . . . and got much of the machinery into production before it was off the skids. 


But the job that eclipses all others is going on right now in the Cleveland Tank Plant, 

operated by the Cadillac Motor Car Division of General Motors for the Ordnance Corps. 

A World War II defense plant, it is now turning out the army's newest tank — the “Walker Bull Dog.” 
The problera was to convert and expand the plant's electrical capacity throughout its 53 acres of 
floor area to accommodate 2500 heavy machine tools— an 80,000 KVA connected load. 

Mr. Durkee’s staff moved in and did their field engineering right on the spot. They installed 

12 unit substations, furnished and installed 6 miles of bus duct, thousands of feet of wire and 

cable, motor controls, and all the other electrical material needed to power-up a small city. 


On jobs like this, jobs without precedent, Mr. Durkee and Art Kiefer work closely with 

consulting and plant engineers. But when it comes to getting the work done, it’s their 30 years 

of field engineering and construction “know how” that count. “With labor costing 5¢ a minute 

per man,” they say, “we have to constantly seek out new labor saving methods and devices.” 

That's why Mr. Durkee and his associates have referred to ELECTRICAL CONSTRUCTION 

AND MAINTENANCE as an “experience exchange” for “as long as we can remember” . . . searching out 
and applying new installation techniques and job ideas .. . carefully scanning product advertising 
which “gives us information — shows us how to save time and improve the quality of installations.” 
As Mr. Durkee puts it, Very frequently we are unable to see salesmen when they call. 

Advertising fills in those blind spots .. . keeps us posted on new materials and tools.” 


There are 24,015 men like Mr. Durkee all across the country. Some are bigger; many others are 
smaller, but all of them are important customers, doing important work . . . electrical contractors, 
plant chief electricians, consulting electrical engineers and motor service shop owners. 

All of them are paid subscribers to ELECTRICAL CONSTRUCTION AND MAINTENANCE because 

they too have learned to rely upon this magazine for proved answers and sound suggestions. 


Your advertising becomes a part of this “experience exchange” — an influential and welcome salesman 
when it calls regularly .. . when it delivers product data and useful working ideas to the men who are 
opening new frontiers for electrical progress. 


NnoTE: If you'd like to have a complete report of our inquiring reporter’s visit F 
with Mr. Durkee, ask any of our District Managers. ee 
NU 
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ELECTRICAL 
CONSTRUCTION 
AND MAINTENANCE 


A McGraw-Hill Publication 
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Gregory tries a new kind 


of orientation for suppliers 


® PROMOTION AND SALES can come 


apart at the seams when a company 
does not keep sales and all othe 
departments oriented in their varied 
but related operations, problems 
and goals 


Not only 


pliers, too, can do a bette job when 


departments, but sup- 
the company keeps them as fully in- 
formed as possible about the over- 
all company picture and problems 

With something like that in mind, 
President George Gregory of Greg- 
Lorain, O 


meeting for 


ory Industries, called a 


very unusual the com- 
pany’s Nelson Stud Welding Divi- 
sion. To it he invited all of the 


company’s consultants, attorneys, 


bankers and a select list of 12 major 
suppliers. They met for a full day 


of consultation with the company 


management, directors and operat- 
staff to get a more 


ing complete 


60 / justri 


grasp of the company’s problems 
and opportunities 
Mr. Gregory called it a 


sional service conference.” 


“protes- 
He be- 
lieved that the meeting would help 
every company executive and every 
supplier to do a better job by build- 
better and 


ing “a understanding 


clearer perspective of his relation 


and importance to the business as 
a whole.’ 
The meeting opened at 9:30 a. m., 


talks, 


among 


included several brief long 


and informal discussions 
small groups and closed with cock- 
tails and dinner late in the evening 
Results were tangible and fast 
Within two weeks, as a result of the 
meeting, the company had collected 
product 
market 


activity 


Six suggestions for new 


had 


index to 


uses, conceived a new 


sales 


help direct 


and had many executives and staff 


ideas 


booklets J direct mail 


slide films / sales helps 


men talking for the first time with 
consultants that formerly were only 
names on the budget. 

Among suppliers, one of the most 
outspoken skeptics about the meet- 
ing at its start was President J. F. 
Lincoln of the Lincoln Electric Co. 
But he and other suppliers bristled 
with ideas suggesting applications of 
stud welding that have since kept 
division field engineers hopping. 

The meeting, President Gregory 
decided, confirmed his conviction 
that suppliers and customers “can 
invaluable assistance to- 
technical 


provide 


ward solving and engi- 
neering problems, as well as giving 
market and competitive advice” if 
you round up these executives and 
lure them into thinking about your 


while. 


The meeting also proved itself as a 


problems exclusively for a 


way for a small company to get in- 








65,500 
COPIES 
(total 
distribution} 


200,000 
READERS 


in 42,024 
PLANTS 


1949 
1950 195) 


When a publication is used by advertisers for one main reason—so 
produce definite responses from readers—there is real significance to the 
record of advertising carried. Here is the way NEW EQUIPMENT 


DIGEST shows up on this important score: 


1946—5140 units 
1947—5315 units 
1948—5752 units 
1949— 5816 units 
1950-—5852 units 
1951—6884 units 


This consistent increase in advertising is proof that N.E.D. is doing its 
job... producing the results expected. 


Every day, more and more alert advertising men are making use of 
N.E.D.’s high readership, broad coverage and ability to produce results. 
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HERE'S A 20-TON BABY fhal’s a vital 

part of the world’s No. 1 research 
project — the development of nuclear 
energy. It’s Notre Dame University’s 

new atom smasher, capable of gener- 
ating 8 million volts with which to 
disintegrate the atom. 














there’s only one No. 1 





in metalworking 


Through constant research studies 
The IRON AGE stands ready to offer 


more market information than any other 





publication in the metalworking field. 


At your service! That’s The IRON AGE... 
whether or not you are an advertiser. 
Continuing surveys of the market, of 
buying influences and of products sold to 
the industry provide anyone selling to 
metalworking with more help and useful 
information than offered by any other 
metalworking medium. Over 20 market 
and buying influence studies are avail- 
able. Accuracy of the sample is insured 
by a detailed census of all metalworking 
plants employing 20 or more plant work- 
ers, kept up to date on 19,000 IBM cards. 
And if your product is not among those 


already surveyed, we will be glad to help 


you get the data you want. Yes—accurate 
metalworking market information—an- 
other reason why The IRON AGE is No. 1 


in metalworking. 





.. IN PLANT COVERAGE 
... IN WEEKLY CIRCULATION 
... IN READERSHIP SURVEYS 
... IN MARKET COVERAGE 

.. IN ADVERTISING VOLUME 


No. 1 in Metalworking... 
America’s No. 1 Market 


iron Age 


A CHILTON PUBLICATION, 100 E. 42nd ST., N.Y. 17, N.Y 
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tensive attention and advice from 
high calibre men too expensive to 
hire on the staff 

Mr. Gregory got the idea for the 
conference while mulling a problem 


attorney, who at 


with a company 
one point of the discussion com- 
mented 

I never knew that about you! 
business 

Replied Mr. Gregory 

‘I've been trying to educate you, 
I have half a mind to take 
a day off and tell you fellows all at 


damn it 


once what it’s all about.” 
Mr. Gregory soon put his whole 
mind to it and decided it was a good 


idea 





Ag Y: ts find better 


way to say Merry Christmas 


A more helpful way to say Merry 
Christmas was tried this year by 
Kenyon & Eckhardt, New York 
agency, and its three clients, Ansul 
Chemical Co., Marinette, Wis., In- 
dustrial Tape Corp., New 
wick, N. J., and the National Broom 


Manufacturers Association 


Bruns- 


The agency and its clients sent a 
simple, inexpensive form letter in 
lieu of a fancy Christmas card on 
gift to customers and friends, an- 
nouncing that the Christmas gift 
this year would be financial support 


child in Europe. The 
adopted” 


ot a_ toste 
agency and clients have 
such a foster child each year since 
1948. The addition of a fifth foster 
child this Christmas will bring the 
total to five children to be supported 
in 1952. The letter said 

We know you will be happy with 
the news that our Yuletide gift to 
you this year will be the support 


and enlargement of our family o 


foster children 


in Europe.” 
‘These children are provided lor 
materially with food, clothing and 
other necessities through us. thei: 
foster parent. But equally as im- 


portant, the children fee! some- 
times for the first time in their lives 

the joy of belonging to someone 
interested in their comfort and pro- 
tection 

“We hope this will help cheer the 
Merry Christmas and Happy New 
Year that ou n i 


entire orgat atior 


wishes you 
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90-minute sales presentation 


sells Westinghouse lighting 


A 90-minute sales presentation has 
been 
Electric Corp., 
slides, movies, charts and a skit in 


developed by Westinghouse 


Pittsburgh, including 


a simulated architect's office. 

The presentation is staged before 
groups of architects, consulting 
engineers and utility lighting serv- 
ice personnel who specify lighting 
history 


equipment Several case 


slide presentations are included 


with “before” and “after” views of 
industrial lighting installations. The 
presentation will be shown in major 
winter and 


cities throughout the 


spring 


New fonts of discontinued type 


offered through ATF program 


American Founders has 


Ty pe 


started a program whereby new 
fonts of discontinued type faces and 
sizes can be obtained 

Fonts will be available wheneve1 


subscription orders reach sufficient 


to warrant a_ production 
ATF. The 


started to help advertisers and pub- 


quantity 
run at program was 
lishers obtain a face for special pur- 
poses when the general demand is 
not enough to justify manufacturing 
it for stock. 

ATF will accept orders for such 
discontinued faces as Caslon Old- 
style 471 and the three sizes of 
Caslon Oldstyle 472. Orders for 
fonts of spaces and quads in odd 
sizes, including 22 point, will also be 
accepted under the plan. 

The company can not estimate 
delivery dates, but before casting is 
started customers will be contacted 


to confirm orders. 


Salesman’s calling card is 
combination catalog for dealer 


A combination business calling 
card and catalog has been offered 
by General Electric Co. to its major 
appliance dealers. 

The 414x215” card, slightly larger 
than the average card, has a four- 
color GE sales message across the 


top half with white space beneath 


for the dealer to imprint his com- 
pany name, address and telephone 
number. The card is a cover for a 
diminutive 16-page booklet catalog- 
ing the line. The price is $2.50 a 
hundred, without imprint. 

















Pack Your Trunk, Jumbo. 


Although the elephant is a powerful animal, the requirements of in- 


dustry today for materials-handling are beyond his scope. 
Manufacturing materials-handling equipment . . . everything from lift- 
trucks to conveyors... is a multi-million dollar business. And, although 
their products fall into many categories, the manufacturers have one 
practice in common... the consistent use of Business Week as an im- 
portant selling medium. 

REASON: Business Week reaches buying prospects .. . a highly con- 
centrated audience of Management-men. These are the executives 
who make or influence buying decisions for their firms. 

RESULT: Business Week regularly carries more advertising of mate- 
rials-handling equipment than any other general business or news 
magazine. Advertising dollars are wisely invested in Business Week, 


because — 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42NQ STREET, NEW YORK 18, N. Y. 





Business Week regularly helps these 
advertisers of Materials-Handling Equipment 
reach their most important buying prospects — 

Management-Men 


Alvey Conveyor Mfg. Co 
American Hoist & Derrick Co 
Automatic Transportation Co 
Borg-Warner Corp 
Buschman, E. W., Co., The 
Clark Equipment Co. 

Colson Corp., The 
Elwell-Parker Electric Co. 
Gerlinger Carrier Co 

Globe Hoist Co 
Harnischfeger Corp. 
Hewitt-Robins, Inc. 

Hyster Co 

Industrial Truck Association 
Lamson Corp 

LeTourneay, R. G., Inc 


Lyon Metal Products, Inc. 
Lyon-Raymond Corp 

Manning, Maxwell & Moore, Inc 
Mechanical Handling Systems, Inc 
Mercury Manufacturing Co. 
Mobilift Corp 

Otis Elevator Co 
Rapids-Standard Co., Inc. 
Revolator Co 

Robbins & Myers, Inc. 

Ross Carrier Corp 

Rotary Lift Corp 

Schield Bantam Co., Inc 
Wellman Engineering Co 
Westinghouse Electric Corp. 
Whiting Corp 


Yale & Towne Mfg. Co 


A McGRAW-HILL PUBLICATION 
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Bernhard GOTHIC : the vigorous type 


No. 10 OF A SERIES... Types shown Well set up in lively beauty, this sturdy type stops roving 


are ATE Bernhard Gothic Light. Heavy, 


etre Heavy, Medium Italic Bodoni. eves in genteel fashion. Rejuvenates sales curves that suffer 


from low blood pressure. The pleasing family resemblance 
of nine Bernhard Gothies is enhanced by individual char- 
acteristics both versatile and practical. The tough metal in 
all 250 ATF foundry faces prints clean and sharp through 
days of droning press run. Branches stock many faces. Buy 
any you may need, without expensive machines and mats. 


There’s a type face for everybody, and Bernhard Gothies 


are for you. Print foundry type! 


Branches in Princioul Cities (ggg) American Type Founders 
200 Elmora Avenue, Elizabeth B, New Jersey 
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How to Waste Advertising Dollars 


# A well-known advertising agency, specializing 
in the general field, recently called our attention 
to a survey it had made dealing with the way in 
which national advertisers handle the inquiries 
they receive from their ads in general media. 
The picture it presented was one of general care- 
lessness in the treatment of the expensive results 
of various companies’ advertising, since delays in 
replies, failure to provide the information re- 
quested, and some instances of complete neglect, 
marked the report. 

This reminded us that whenever a similar study 
is made in the industrial field, the results tend to 
be much the same. But we believe that industrial 
advertisers probably deserve greater criticism for 
failure to service the responses from their adver- 
tising than is leveled at general accounts, if only 
because the volume of inquiries they handle is 
smaller, and the individual unit sale which may 
be involved is much greater. 

One of the reasons why the picture of advertis- 
ing and sales follow-up of inquiries evaluated as 
live is less than satisfactory is because the systems 
used for their treatment have not been worked 
out effectively. In some cases the inquiries are 
sent, without acknowledgment from the home of- 
fice, to the branches or individual salesmen in 
whose territories the prospects are located. Dis- 
trict sales managers often tell IM that they have 
difficulty persuading their salesmen to get busy 
on the indicated follow-ups, partly because of 
inertia in getting off the beaten path, and partly 
because they are already busy with accounts 
which they know are hot prospects for sales. Thus 
the inquiry may languish on the salesman’s desk 
for some time without any attention or even 
acknowledgment. 

It seems to us that before an inquiry is sent 
out from headquarters, it should have some kind 
of acknowledgment. If a bulletin or other piece 
of information is requested, it should be sent 
promptly. Then, after all that can be done by 
mail has been attended to, it can be turned over 
to sales for the final treatment. This will avoid 
the feeling on the part of those who respond to 
advertising that the manufacturer is not concerned 
with supplying the information he has offered so 
generously. 

We are planning to make a study of practices 


followed by industrial advertisers in the handling 
of inquiries. If the reports which we publish show 
that your company is not taking proper care of 
the valuable inquiries produced by its advertis- 
ing, don’t say you weren’t forewarned! 


Be Prepared for the Unexpected 


® Reports in this issue on the plans of industrial 
advertisers for 1952 are encouraging, from the 
standpoint of indications of increased activities in 
the marketing of industrial goods. Larger ap- 
propriations are indicated for many companies, 
both to allow for increased advertising rates and 
production costs, and also to expand sales pro- 
motion efforts. 

This may be a year of difficulties and unex- 
pected changes, growing out of situations which 
cannot be foreseen clearly now. The progress of 
mobilization may be affected by efforts to im- 
prove the international situation, but continuation 
of the full-scale program will account for a great- 
ly increased allocation of metals and other scarce 
materials for military purposes. Manufacturers 
have been skillful in finding substitutes for some of 
these hard-to-get materials, and hence production 
for non-military purposes may continue to be 
larger than anticipated. In the building and con- 
struction field, for example, volume will continue 
large in spite of restrictions. 

Advertisers during the coming year will have 
to be prepared for changes and adjustments made 
necessary by unexpected shifts in the national 
policy. Products and markets will have to be 
studied from the standpoint of their relationship 
to the availability of materials and manpower, and 
the ability of the individual manufacturer to in- 
clude them in his program. The urgency of cer- 
tain parts of his production program will become 
greater, while pressure in other areas may be re- 
laxed. 

The test of management is to adapt itself suc- 
cessfully to changing conditions. In 1952 this abil- 
ity may be tried to the utmost, for problems of 
production, marketing and advertising will be 
constantly changing, as national and international 
conditions beyond the control of any individual 
company shift in character and importance. It 
should be an interesting and challenging year. 
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Take a Sales Tip from 


“IT agree with Charles Schwab, the late 
Steel _ King ho said: ‘No one ts more 
nity than a good seles 
in \ good salesn an is on who tells 

1 


his story competently and concisely, who 


cful tothe co 


keeps posted on his company’s products 
ind our needs. and who, by his perforn 

ince, justifies our confidence. He must 
take into consideration that deliverv of 
the material ordered is a part of the sales 
transaction. Composite thinking of sales 
men helps us form 
says R. J. Dilger, Director of Purchases, 
The Girdler Corporation & Tube Turns, 


purchas ng polic ics,” 


Inc., l oursville, ky. 


“We welcome a visit from a salesman who 
knows his product and has taken the 
trouble to find out something about us 
nd our needs before he calls. He can get 
‘the furtherest the fastest’ with us if he 
loses no time in telling us about the bene- 
fits his products can deliver, the good 
qualities which make those benefits pos- 
sible, and can assure us of dependable 
service,” says F. G. Prince, General Pur- 
chasing Agent, Pennsylvania Salt Manu 
facturing Company, Philadelphia, Penn- 
sylvania. 


“The past few vears have provided a most 
challenging opportunity for good sales- 
men. They are the men who have the 
buyers’ and prospective buyers’ interests 
at heart, and perform extra-curricular 
services beyond the call of duty. Such 
services include keeping the buyer in- 
formed with available advance infor- 
mation, and taking precautions to see that 
the customer is covered in all cases of 
possible shortages. Farsightedness in buy- 
ing is invaluable: the same applies to sales- 
manship,” says C. F. Stein, Genera! Pur- 
chasing Agent, Dochler-Jarvis, Corp., 
New York, N. Y. 


“Can we profit from your product?” 
— 38,500 readers of PURCHASING want the answer 


How a company’s purchasing dollar is spent can make the difference 


between profit and loss. All important company departments look to 


the purchasing agent for direction and coordination of buying. They 


know his advice vitally affects their competitive position. 


That's why your advertising, like your selling, should serve the P.A. 


by keeping him informed of your products and services. 


Naturally, your best medium is the ove national magazine edited to 


serve the needs of all industrial P.A.’s . . 
PURCHASING —a basic magazine on any indus- 


P.A.'s read regularly 


. the one magazine industry’s 


trial advertising schedule!’ PURCHASING, 205 
Feast 42nd Street, New York 17, N. Y. Offices in 


Chicago, Cleveland, Dallas, Adlanta, Los Angeles. 


When you think of 
selling...think of 
PURCHASING 


@ os 


A basic magazine on any industrial advertising schedule! 
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copy chasers 


GE business paper advertising 


chosen the best of 1951 


@ IN ANY OTHER business, knowing 
as little as we all do about this 
business, we'd be cut of a job yes- 
terday. 

No architect, builder, cop, dentist 
or any other professional all the 
way up the alphabet could afford 
to be so ignorant of his job as we 
are cf curs. 

How fortunate for 
customers are just as ignorant . 
and particularly of the fact that we 
are so ignorant. 

Books have been written about 
advertising, courses given, fortunes 
made, a lot of fun had, ulcers started 

. and a lot of arguments lost . . but 
even the Copy Chasers are quick 
to admit that what this business 
needs most is knowledge. 

We just don’t know how to make 
ads successful. About all we have 
to go on is common sense (which 
we don’t use much of) and a matter 
of taste . . reinfcrced here and there 
by some actual experiences which 
may not, in truth, have demon- 
strated at all what we use them to 
prove. 

How much do you know abcut 
business paper advertising . . we 
mean, about building ads to get the 
maximum value per dollar? Net 
much, we bet. Show you two ads 

which delivered the more in- 
quiries, which got the higher read- 
ership? you couldn’t tell any 
better, we feel sure, than the law 
of averages would allow. 

Your Copy Chasers probably 
spend more time than anybody in 
the world trying to learn what 
works in industrial advertising and 
what doesn’t, seeking generaliza- 


us that our 


tions which would be a guide for 
all of us, and we humbly confess 
we haven’t learned much. 

Abcut all we're able to do in this 
department is to provide some ob- 
jectivity and to apply, to business 
paper advertising, some of the laws 
which have established themselves 
in consumer goods advertising 
where it is easier to examine results 
and trace causes. 


Guides and Rules . . We do have 
other guides. We know when a lay- 
out is repellent. We are familiar 
with the rules regarding journalistic 
writing. We have a background of 
education in salesmanship. We have 
studied what edcitcrs do to get read- 
ership. 

But we don’t knew how to give 
any one ad all the attributes it must 
have in crder to do a maximum 
selling job. 

Meanwhile, we all stumble along, 
you at the mercy cf habit, whim, 
inspiration, never able to guarantee 

. we whipping at ycur heels with 
our “objectivity,” trying, if nothing 
else, to make you care, make you 
feel your job more impcrtant, worth 
the effort of some objectivity of your 
own, strengthening your will against 
the crudities, tastelessness and sub- 
jectivity of those whcse OK yeu 
have to get. 

Now . . there’s a glimmering of 
hope on the horizon. We have the 
apparatus some day, we may 
have the knowledge . . scme day 
we may be able to construct ads 
for pre-determined performance. 

Let us tell you a little about Gal- 
lup and Robinson’s system of meas- 


Sy 


anim fteature 


OK 


as inserted 





uring what they call the impact of 
advertising copy (meaning layout, 
illustration and typography, too). 

Their system works roughly like 
this. Interviewers locate people 
who can qualify themselves (by 
tests) as having read the magazines 
being surveyed. The respondents 
are asked . . without being shown 
the magazine . . to select, from a list 
of both advertisers and non-adver- 
tisers, the ones which they remem- 
ber reading, and then they are asked 
to prove it by reciting something 
from the ads themselves. 

The respondents’ answers are 
taken down verbatim. In order to 
explore the depth of the impression, 
the interviewer is permitted to ask 
more or less leading questions. 
Finally, the whole account of this 
and other interviews is handed over 
to the advertiser (only advertisers 
can buy this service, incidentally), 
together with an_ interpretative 
analysis of the results made by the 
Gallup-Robinson organization. 

This system, obviously, isn’t as 
susceptible to statistics as Starch 
is. In fact, it’s extremely difficult 
to make any quantitative analysis. 
But . . a study of such interview 
reports cannot help but show up 
patterns which, in turn, reveal ele- 
ments which were generally suc- 
cessful in driving home a point, is- 
sues which persisted in remaining 
cloudy, misconceptions, etc. 

Undoubtedly, Gallup and Robin- 
son have learned scme things that 
would be valuable for all of us to 
know. Perhaps they have the “se- 
cret” now in their grasp; perhaps, 
cn the other hand, they are just 
beginning to see dim outlines. 

But . . whatever . . they’re not 
telling . . or, at least, not telling 
much. 


What They Said . . They have re- 
vealed a few things. For example. . 
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FOOD PROCESSING 
gives more hand-picked, 
undiluted circulation 
in food plants 
than any other magazine 


~Meet 
Mr. B. W. CLARKE 


Chief Chemist 
The Crosse & Blackwell Company 


Baltimore, Maryland 


« 
| read FOOD PROCESSING for ideas on new means and 
methods of processing . . . One of the most helpful features 


of this magazine is its method of grouping ads with brief news 
items in related fields . . . in adjacent columns within one 
department.”’ 





B. W. CLARKE 

Chief Chemist 

The Crosse & Blackwell Company 
Baltimore, Maryland 


és Published by PUTMAN PUBLISHING CO. 
oo by the key men who 111 East Delaware Place, Chicago 11 
direct food processing operations Creators of PUTMAN-STYLE Magazines 
+ «+ terse, vital editorial; “hand-picked” cir- 


. , > T > TWEE 7 culation re, high-visibility format; quolity 
Published in Chicago, FOOD CAPITAL OI THE WORLD maiiatins toe ae G8A008 ACTION 
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CHEMICAL PROCESSING 
gives more hand-picked, 
undiluted circulation 
in chemical processing plants 


than any other magazine 


-Meet 
Mr. C. R. BARTELS 


Head, Process Engineering Dept. 
Chemical Development Division 
E. R. Squibb & Sons 
New Brunswick, N. J. 


7. 

usually make a point of reading CHEMICAL PROCESSING 
straight through, cover to cover, on the day it arrives . . . The 
numbered request sheet is checked at this time. 


“Certain articles are marked for discussion at our group 


meetings.” C Date R R , 


CHARLES R. BARTELS 

Head, Process Engineering Dept 
Chemical Development Division 
E. R. Squibb & Sons 

New Brunswick, N. J. 


Published by PUTMAN PUBLISHING CO. 
111 East Delaware Place, Chicago 11 
Creators of PUTMAN-STYLE Magazines 
. terse, vital editorial; “hand-picked” cir- 
culation; square, high-visibility format; quality Read by the key men who ; 
readership; hence more READER ACTION direct chemical processing operations 








It doesn't pay to brag 

The more an ad looks like an ad, 
the worse for it. 

Editorial techniques work fine in 
ads 

Nor are their clients telling any- 
thing, either. In fact, the agree- 
ment with Gallup and Robinson fer- 
bids publishing the results of their 
research 

However, and very fortunately 
for all customers cf the Copy Chas- 
ers, when we had reached the con- 
clusion that we liked General Elec- 
tric advertising better than any 
other business paper advertising in 
1951, which thus earned the title 
of “Ad Man of 1951” for the man 
in charge of it, it occurred to us 
that since General Electric is a 
Gallup-Robinson client, we might 
be able to sleuth out for you, by 
deduction, some of the Gallup- 
Robinson findings 

Now know, 


we can't actually, 


what Gallup-Robinson found out 
for General Electric, but we can 
show ycu wherein General Electric’s 
1951 ads differ from the 1950 ads 
in the same campaigns. 

(Incidentally, we're tickled that 
the ads we liked so much that we'd 
pick General Electric for the award, 
are the very ads that have been 
built around Gallup-Robinson find- 
ings. That’s a fine score for ob- 
jectivity.) 

If we were to sum up in a couple 
of words what Gallup-Robinson 
must have, in many more words, 
told General Electric, this would be 
it: “Keep your ads from looking 
like ads.” 

Which means, primarily, keeping 
a check on the art directors’ tend- 
ency to do a lot of art directing 
and the copywriters’ tendency to 
write stylishly. 

Let’s examine some samples. 


Ad A (1950) is an ad-y ad. The 


main illustration is built around a 
gimmick, and a real corny one, at 
that: a scale that stretches. 

Now that’s an unreal conception 
to begin with, but the art director 
made it worse. He called for setting 
the word “STRETCHED” in italics 
(although, to his credit, he did re- 
sist the impulse to drop in hyphens 
and make it “S-T-R-E-T-C-H- 
E-D,” which a lesser man would 
have done). And he stuck in those 
pins that art directors love. (Ever 
since the Armstrong Cork series, 
which used pins legitimately, pins 
have been more popular than paper 
clips as art directors’ crutches.) 

Three of the instruments are sil- 
houetted. The six little ones are 
backgrounded by a brushwork area 
that we suppose is called a “blurb” 
(we dunno). 

The headline has an implied user- 
benefit, but it’s not strongly stated: 
“For more accurate readings we 


]. Stanford Smith . . 


A man named Smith 
is named ad man of the year 


® J. STANFORD SMITH, whom. the 
Copy Chasers nominated as Indus- 
trial Ad Man of the Year, is a man 
of the year from way back 

Mr. Smith, who is manager of ad- 
vertising and sales promotion, Gen- 
eral Electric Co., received a dis- 
tinguished service award as out- 
standing young man of the year lo- 
cally from the Schenectady, N. Y, 
Junior Chamber of Commerce in 
1950. The Chamber also nominated 
him and he was elected one of the 
five outstanding young men of the 
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state by the New York chamber. 

GE Vice-President Chester E 
Lang, addressing the local group at 
the time, credited the GE advertis- 
ing manager with “spiritual activ- 
itv,” which he termed vital to real 
success in business and industry. 

“Productivity, readiness and flex- 
ibility are vital to the welfare of the 
nation but are secondary to a gen- 
eral grasp of things of the spirit,” 
Mr. Lang said. “It is that whole- 
some and wholesale possession that 
has made America great.” 

Mr. Smith has attended not only 
to things of the spirit, but a great 
many other things besides. At GE, 
which he joined in 1936 after grad- 
uation from DePauw University, he 
successively of 
advertising, indus- 
trial advertising, the aircraft in- 
book section and visual 


became manager 


transportation 


struction 
education. He was named advertis- 
ing manager in 1947. 

Since then Mr. Smith has directed 
the company’s “More Power to 
America” promotion program which 
last year included sending a quar- 
ter-mile diesel streamliner filled 
with GE exhibits across the country 
to show to customers and friends 
(IM, Dec.), organized and directed 
the company’s visual education di- 
vision, rebuilt the company’s adver- 


tising training course which has 
combined on-the-job and classwork 
work in the training of 200 young 
men in four years, initiated the in- 
clusion of special funds earmarked 
for research in GE advertising budg- 
ets and served as chairman of the 
company celebration of the 50th an- 
niversary of C. E. Wilson’s start 
with GE . . a celebration which was 
developed into a sales and _ sales 
promotion plan. 

The remainder of his effort has 
been given largely to improving ed- 
ucation and religious work in his 
community. Youngest and newest 
member of the local school board, 
he led its promotion campaign to 
win approval of the voters for a 
$2,455,000 bond issue to finance con- 
struction of three new schools and 
modernize others, then prepared a 
presentation to NPA in Washington 
to win scarce materials for the proj- 
ect. A member of the board of di- 
rectors of the Schenectady County 
Council of Churches, he initiated 
a building program for his church 
which has netted $250,000 in five 
years. 

That is the whole man . . or as 
much of him as IM has plumbed. 
The GE advertising he directed is 
analyzed by the Copy Chasers on 
the adjoining pages. 
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plant engineering men 


They need manufacturers’ catalogs to 
help them buy materials and equipment for: 


air conditioning 
communication 
construction 

heating 

instrumentation and control 





Are your products used for any of these 
purposes? Then, a catalog specially de- 
signed for the needs of plant engineering 
men will always be a vital part of your 
marketing program. 

The activities and responsibilities of 
plant engineering men cover a greater area 
in plant operation than those of any other 
group. Their influence bears importantly 
on every purchase of general plant equip- 
ment, structural and maintenance mate- 
rials and equipment, and power equipment. 

Plant engineering men buy continually. 
They have constant need of buying infor- 
mation on many products. They consult 
available manufacturers’ catalogs to com- 
pare competing types and. makes and to 


lighting 
lubrication 
materials handling 
plant maintenance 
power generation 


power application 
production 
refrigeration 
safety 

sanitation 





decide where to take further buying action 
—which suppliers to write—whose sales- 
men to call in. 

You can create more selling opportuni- 
ties with a good catalog—one that will 
make it easier to buy from you. 


Sweet’s can help you get the most 
out of your catalogs 


Sweet's is an organization of catalog spe- 
cialists. Here, one hundred and eighty peo- 
ple, working in coordinated departments, 
stand ready to give you expert assistance 
in producing or distributing market-spe- 
cialized catalogs or, if you wish, to handle 
the entire operation. 

Our services cover the entire range of 





CATALOG DESIGN— Sweet's design de- 
partment is staffed by experienced con- 
sultants, technical copywriters, dfafts- 
men and artists. Your individual re- 
quirements, whatever they may be, re- 
ceive individual treatment by men spe- 
cially trained for this work, 

plan — consultation and analysis of 
products and markets; determination of 
catalog’s objective, scope, content and 
distribution 

rough dummy— outline of content and 
format 

finished dummy—complete content and 
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format specifications, ready for produc- 
tion. 

CATALOG PRODUCTION — Because of 
the great number of manufacturers’ 
catalogs handled, Sweet's can offer the 
economies of quantity production with 
no sacrifice of quality. Sweet's will take 
complete charge of the execution of or- 
ders for any or all of the following: 
drawings, photographs, engravings, type 
composition, electrotypes, printing and 
binding. 

CATALOG DISTRIBUTION—Sweet's serv- 
ices in the plant engineering market are 


available for either of two types of 
catalog distribution—individual or pre- 
filed—to selected organizations and 
individuals representing the bulk of 
buying power. 

individual distribution—by purchase of 
accurate lists compiled by Sweet's, or 
by using Sweet’s mailing facilities. 
pre-filed distribution—by having catalogs 
permanently bound and indexed in 
PLANT ENGINEERING FILE. This method 
has the advantage of keeping catalogs 
instantly accessible at all times in pro- 
spective buyers’ offices. 





BOROEN 


r Metateee 


catalog procedure—starting from the plan- 
ning stage and ending with printed copies 
open under the eyes of your prospective 
buyers. You may order these services sep- 
arately, or in any combination, as your 
needs require. 

Year after year, Sweet’s handles more 
catalogs than any other organization—in 
1951, over thirty-eight million copies. Dur- 
ing its long experience in this specialized 
work, Sweet's has taken a leading part in 
developing and applying principles and 
procedures which have greatly improved 
the performance of manufacturers’ cata- 
logs. It has helped hundreds of clients find 
the answers to a wide variety of individual 
catalog problems. 

Whether your problem is to determine 
the best procedure with respect to catalog 
design, production or distribution, or sim- 
ply to get relief from a vast amount of time- 
consuming work, you will find the expert 
help you need in the Sweet’s organization. 

The Sweet's District Manager in your 
territory will detail these services in terms 
of your particular requirements. Call him 
in for a discussion of your catalog needs. 














AS 
2 
CrARAGI 


This booklet tells you all - ; — 

ethene about Sweet's services in the j new 

cxniog rine | plant engineering market— . a Ale 
Sl slectetaleeesteedictel 





also in the product engineer- meee ase 
ing and construction markets. — 
Shall we send you a copy? 


New York 18—119 West 40th Street—LOngacre 3-0700 ’ > 

Boston 16—31 St. James Avenue—HAncock 6-0700 wee S a a 09 ery] ce 
Buffalo 2—70 Niagara Street—CLeveland 8200 

Chicago 54—700 Merchandise Mart—WHitehall 4-4400 

Cincinnati 2—American Building—GArfield 2800 Designers, Producers and Distributors of 
Cleveland 15—1422 Euclid Avenue—CHerry 1-7256 manufacturers’ market-specialized catalogs 
Detroit 26—548 Free Press Building —WOodward 1-2745 ceuebeees 60 6. wi, pawes eoarenanen 
Los Angeles 17—1709 West 8th Street-—DUnkirk 3-1177 
Philadelphia 7—1321 Arch Street—LOcust 7-4326 
Pittsburgh 19—411 Seventh Avenue—ATlantic 1-8220 NEW YORK 18, NEW YORK 
St. Louis 1—721 Olive Street—CHestnut 7388 


119 WEST 40TH STREET, 
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STRETCHED the scale.” 
(“OK, you stretched the scale. 
The hell with it.’’) 


Here’s some of the copy 


The captions are not exciting: 


Contrast that with a 1951 instru- 
ment ad, labelled B 

This ad B is really an “editorial” 
article on the application of G.E 
instruments at Delaware Power & 
Light 

Note the geometry of the layout 
Two rectangular illustrations, one 
very big (in contrast with absence 
of a dominant illustrative element 
in A) 

The headline 


you can read these instruments 


“See kow easily 
has a number of virtues. It declares 
a use-benefit It progresses logi- 
cally from the main illustration. It 
brings the reader into the situation 

and into the copy 

The subhead introduces the ex- 
perience of a specific customer, and 
the copy lead-in reads like the start 
of an editorial article 


Copy then proceeds into some 
straightforward “sell” containing no 
superlatives, merely product de- 
scription. 


The caption (note the bold-face 
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for more accurate readings 
a we STRETCHED the scale » 


Tsien MAAAAAS 
uw we he 


8 





See How Easily You Can Read These Instruments 


Thor s why Gelewers Power & Loght recommended 
tee Genera! Heth shadow proet sevtrements 


GENERAL @@ ELECTRIC 








t, an ‘editorial’ article, looks like news 


lead-in) invites comparison  be- 


tween new and old _ instrument 
styles. 

Ad B looks like news. Ad A looks 
like an ad. 

Ads C (1950) and D (1951) pro- 
vide the same type of comparison: 
a gimmick, “Be thrifty 
I-50” lettered 
(thrifty . . Scotch get it?) which 
is stuck to the ad by the inevitable 
pin versus editorial format 


use the 


against a_ plaid 


Whereas the red color used in A 
had been dropped for B, ad D, like 
ad C, uses color, but unlike C uses 


THERE'S LESS New 
TO ADIUST! 


ese soem ao wee 


GENERAL ELECTRIC 


it functionally. Red appears only 
on the certificate in the upper small 
cut, on the shipping case in the 
same cut, and in the chart in the cut 
below that 
Observe the realism in the photos 
not just in this ad; you'll find 
realism throughout these examples, 
actual scenes, real people, complete 
backgrounds. And all squared-up; 
once in a while a product is sil- 
houetted, but never a scene. 
Ad E (1950) was blue 
There’s blue in the label at the top, 
in the fence around the upper part 


color 





color functionally, has realism. 








Tho' a small garden plot 
may cause him gw ~~ 
frustration fh 


‘~ 




















He's the man of decision 
(hn SHOP operation 


Chickens and children may completely ignore his 

orders. But out in the shop he’s boss in making the buying 

decisions that affect you. He and thousands like him . . . 

plant managers, works managers, master mechanics, superinten- 

dents, shop foremen and the like . . . initiate the purchase orders 
you want, hence are well worth cultivation. 


a" 2 Put your money where your market is. Tell and sell these 


production executives through MODERN MACHINE SHOP 
38,000 circulation — largest in the metalworking field. 





For details on low rates and high returns, write: 


MODERN MACHINE SHOP 


431 PAAIN STREET CINCINNATI 2, OHIO 
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of the ad, in the transformer in the 
picture and in the signature. Note 
the headline “Sealed to live 
longer.’ 

Ad F (1951) uses red 


in the arrow picking out the gasket 


but only 


which seals the transformer and in 
the two diagrams. Nowhere else 
Note the news interest in the head- 
line: “Air-tight seal makes Spira- 
kore Transformers last longer.” 
Ad G has the 
illustrations, 


following faults 
jumbled combination 
of art and photos, too close a bal- 
ance between illustrative and text 
areas, reverse-plate headline ele- 
ment, a headline that’s too pat: “For 
the right plating voltage all the 
time for each tank 

By contrast, ad H (1951) uses the 
picture-caption style, realistic pho- 
tographs, and news-style headline: 
“Now locate rectifiers anywhere 
without fear of corrosion of dirt.” 
(Apparently, Gallup-Robinson have 
nothing against long headlines!) 

Pretty much the same lessons are 
to be learned by comparison of Ads 


I (old) and J (new), 
K (old) and L (new) on page 78 


below, and 


no more reverse type 
no more hand-lettered headlines 
realistic photographs, with real 
people 

tell as much of the story as pos- 
sible in captions 

“square up” the layout 

don't use color unless it can per- 
form a service to the reader 

use bold-face lead-ins 

captions in mortises are OK 

don’t “decorate” the ad 

don't “tilt” anything 

Now look at M 


practically an editorial feature. A 


That spread is 


good “how to” headline, actual on- 


the-scene photograph, one domi- 


nant picture, numbered captions 


(numbers for things in a_ series 


seem to be approved of), every 
paragraph kicked off with a bold 
face lead-in phrased in owner- 
benefit language (“Easy installation 
conserves skilled manpower’) 
This ad uses color, and this puz- 
zles us, because the red appears 


“Flexible” 
numbers, the 


only in the underline for 
in the headline, the 
paragraph lead-ins in the main 
copy, the booklet being held up at 
the bottom of the left-hand page, 
and the logotype. Hardly function- 


al, we'd say 
Monotonous? . . Now the criticism 
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SPIRAKORE 


AIR-TIGHT SEAL MAKES SPIRAKORE™ 
TRANSFORMERS LAST LONGER 


GENERAL 
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ON TICE RECTRS 5 ANYWHERE 
without fear of CORROSION or DIRT 
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“THE DENVER POST" 


wit SAVE paper ano nich PRINTING 


with NEW G-£ Electronic Press Drive and Color Register 





G-E ELECTRONIC PRESS DRIVE 


mn! Comparative Study of installed Costs 
i Shows Electromic System Most fconomnel 














2am WHERE IT COUNTS. 


¥ 


America’s 2nd largest industrial market 
offers you superb sales 
opportunities in 1952 


MODERN TEXTILE MANUFACTURING is big 
business. 

It is second in number of production workers. 

It is first in number of major individual 
machines. 

It is first in number of electric motors. 

It is high among the leaders in total horse- 
power, in value of product and in value added 
by manufacture. 

With a wage scale that during the past ten years 
has risen two to three times faster than industry in 
general, textile manufacturing’s driving need has 
been and still is greater production efficiency. 

The 1952 sales opportunity is not only great for 
specialized textile machinery and supplies... but 


the market for equipment and supplies of a 
general industrial nature also is tremendous. 

Schedule regular monthly space in TEXTILE 
INDUSTRIES throughout 1952. The magazine voted 
most useful to the men in the mills will be most 
useful to you. 





USE T. 1. TO SELL ALL BRANCHES 
OF THE TEXTILE MANUFACTURING INDUSTRY 


Each month TEXTILE INDUSTRIES 
covers important developments in opening, 
picking, carding, spinning, twisting, wind- 
ing, throwing, weaving, braiding, knitting, 
dyeing, bleaching and finishing of Wool, 
Cotton, Synthetics and Silk. T. 1. is Amer- 
ica’s authoritative publication on textile 





REACH MORE BUYING POWER 


mill management and production. 





. FOR ete, 


WITH T. 1.'S EXCLUSIVE CIRCULATION PLAN 


In combination with its big net paid T. I. 
rovides “Directed Distribution” for reach- 
ing otherwise inaccessible, yet highly im- 
portant men. is plan, which is exclusive 
with T. I, in the textile field, enables you 
to reach the greatest possible amount of 
mill buying power. 


Textile Industries 


806 Peachtree Street, N. E., Atlante 5, Ge. 
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can be made (and is made, of all 
kinds of “copy research,” by the 
rugged individualists among us) 
that all this tends to stifle creative- 
ness and produces a sameness that 
may result in self-destruction 

Well, there’s a lot cf “creative- 
ness” that deserves stifling. That 
disposes of that argument. 

As for monotony: who's su‘ler- 
ing from the monotony? Only the 
advertiser who expects more fun 
for his money . . expects his creative 
people to “come up with a new 
idea” long befcre the previous one 
has had a chance to get established 

But to carry it to the absurd, let's 
suppose more and more people get 
sold on Gallup-Robinson and finally 
all the ads get to look alike. Will 
readers resist reading ads that look 
alike? 

Observe the series of ads ad- 
crossed to public utilities. The pat- 
tern is pretty much the same . . but 
the ads are all different, aren't they? 
Because the ads are mostly pictures, 
and the pictures can be as different 
as you want them to be, there's 
really no fear of sameness. 

And see what Gallup and Robin- 
son let you do, if you want to! Look 
at that lomocotive spread. That’s 
in full color, too. As this ad was 
explained to us: “Our diesel loco- 
motive advertising makes use of 
aesthetic enjoyment, as there is tre- 
mendous evidence of the fact that 
railroad men enjoy and study pic- 
tures of locomotives in operation in 
interesting background.” 

But note the copy is business-like 


Read some: 


signed this branch. But inten 
beyond the New Haven’'s 
reduced the number to seven 
three for service elsewhere 


The New Haven’'s experier 
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No other distribution arrester 














MOISTURE 
doesn’t hurt 
this arrester 
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1 feature, has dominant picture, numbered captions. 





ALL-PURPOSE MOTIVE POWER 


Wt NEW RAVEN 


AMERICAN LOCOMETIVE 


and 
GENERAL ELECTRIC 


like copy plus train-appeal. 
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PASE 


EVEN THE INCREASE 
INCREASES! 


6th year increase tops 
all previous ggins! 

The result of alert 

Toll rolsro] Mm olfelalaliaremelare| 

dynamic presentation .. . 

helping our readers and 

our industry look 
to the future—not the past. 


e@ Railroad men like it—and 
so do advertisers who have 
given MODERN RAILROADS 
an annual increase of over 
yiolomr-T-M7-Taitiil- Mm -l-(-(- miele 
5 straight years! 


| fecal 
OpDERN “La 
AILROADS | 


201 North Wells Street 
fol itey Vclom- pai aa), [o).) 


NEW YORK 17—44]1 Lexington Avenue 
PASADENA 1—423 First Trust Bidg. 
CLEVELAND 15—1154 Hanna Bidg. 
DALLAS 1—1025 National City Bldg. 
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Forging 


Stamping al ST ; 
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| ties: Z- Flexible Push-Pul 
Spring d Ne Control 
Seamless Stee! Tubing 
Anti-friction Bearing 


Friction Materials 


PHOTO, COURTESY OF MCCULLOCH MOTORS CORP, 


Things happen when they see it in fl fl CH | i [ DESICN 
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A Penton Publication, Penton Building 
Cleveland 13, Ohio 


How many of the 70,000 design- 
engineers who read MACHINE 
DESIGN are on your salesmen’s call- 
ing lists? To help in reaching them, 
put your advertising in MACHINE 
DESIGN. It speeds product acceptance 
and gets your product specified for 
more applications. 








GLAST STOP UT CORPORATION 
“We're stronger than ever for Tri-Ciad triple protection 





TRI CLAD MOTORS 


Help Keep ESNA 
Production Up! 





Finally, an ad which really shows 
up what G.E. has learned from 
Gallup-Robinson. It’s a four-page 
four-color insert on Tri-Clad Mo- 
tors (IM, July, p. 76) 

Page 1 is dominated by a picture 
of the president of Elastic Stop Nut 
Corp. standing next to one of his 
machines. Directly under the pic- 


ture is this caption 


That last phrase Is picked up in 


the display headline 


The picture lower left is of some 
jet engines. The caption starts “Tri- 
Clad Motors,” and goes on to tell 
about driving machines that pro- 
duce ESNA fasteners for use on jet 


aircraft engines 


The picture lower right is what 
the caption calls a “Virile Veteran” 

a “10-hp Tri-Clad Motor (that) 
has been driving an Acme Gridley 
multiple spindle bar machine for 
nearly 10 years J 

Now look inside. Two of the pic- 
tures introduce two more ESNA 
men who have kind words to say 
about Tri-Clad 


pusher,” general plant foreman, and 


the “production 
the “trouble shooter,’ maintenance 
chief. 

Picture top left describes the bar 


machine operating conditions 





NEED HELP IN TRAINING MANPOWER? 


Here's a Valuable Tool’ 
G-E's New Course on 


MOTOR SELECTION 
AND APPLICATION 


Here's a Quick Look at the Scope of the Course 


had 


e Nee 
=] ate 


es 
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GENERAL GP ELectaRiC 


Turn the page ter the latest mews on 
more selocter ond apphatun @ 








Picture top right points to the 
name plate on the motor and leads 
into the hard-selling copy: 


At the lower right, a manual on 
motor maintenance is offered and 
the coupon is ready. 

Finally, on the back, there’s a 
complete display of G.E.’s course on 
Motor Selection and Application 
which includes “9 slide films and 
accompanying manuals to help you 
get the most out of electric motors.” 

We think this stuff is great. 

We urge you to look back at 
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Over 2100 Industrial Advertisers Consistently Use CMPD for One Reason—RESULTS... 


and the chief reason for such results 
is that CMPD has almost twice as 
much manufacturing circulation as 
any other industrial buying guide. 





All Other 1,969 











All Other 
7,491 All Other 
7,814 





Circulation 
22,849 





Manufacturing 
Circulation 
12,674 


Manufacturing 
Circuiction 
10,082 

















CONOVER-MAST 
PURCHASING 
DIRECTORY 


Total Circulation 
24,818* 
(CCA-) 


THOMAS’ 
REGISTER 


Total Circulation 
20,165 
(ABC-) 

Dec. 1950 


MacRAE'S 
BLUE BOOK 


Total Circulation 
17,896 
(CCA-) 

Dec. 1950 


Dec. 1950 











*Issued semiannually. Each issue covers half the circulation. 
No circulation duplication between two consecutive editions. 


Yes, and more manufacturing circulation with 
the Conover-Mast Purcuasinc Directory than 
*vith the other two directories combined. That’s 
quite a bonus, especially since the circulation 
is confined to the larger plants—those that do 
80% to 90% of the buying. 


To Cover the Most Worthwhile 


INDUSTRIAL BUYERS 
in the U.S. ; 


When Selecting Sources of Supply 
THIS BOOK IS USED 


Whether it is because of its completeness, ease of handling, 


compactness, or whatever the reason for using Conover-Mast 


PurcHASING Directory at the time of selecting sources of 


supply for equipment, parts, and materials, the fact that it 


is used is your assurance of getting results from advertising 


in this widest directory coverage of industrial buyers. Below 


are quotations from signed original letters. The file of 
thousands of such letters is open for inspection by anyone 
at any time in our New York office 


Automotive Parts Manufacturer. 

“Only directory used in our 

plant for some time.” 
Signed—Purchasing Agent 


Paper Manufacturer. “Answers 
our requirements better than 
any other.” 

Signed—Purchasing Agent 


Equipment Manufacturer. “Due 
to compactness and ‘easy to find’ 
characteristics, we prefer it to 
all others.” 

Signed—Purchasing Agent 


Railroad. “Invaluable. Its size 
recommends it. So many direc- 
tories are cumbersome. Yours is 
a quick reference volume.” 
Signed—Storekeeper 


Powder Company. “Kept within 
easy reach as we consult it on 
practically every new purchase.” 
Signed—Maintenance Engineer 


Power Plant Equipment Manu- 
facturer. “We use this directory 
exclusively for locating sources 
of all types of material and ma- 
chinery.” 

Signed—Industrial Engineer 


Cable Manufacturer. “Most used 
directory both in our office and 
in the factory.” 

Signed—Plant Engineer 


Automotive Parts Manufacturer 

“This is the most used directory 

in the plant.” 
Signed—Production Engineer 


Manufacturer of Chemicals.“Our 
shortest cut for purchasing in- 
formation.” 

Signed—Plant Buyer 


Machine Manufacturer. “We use 
it in preference to any other.” 
Signed—V. P. & Pur. Agent 


The Conover-Mast Purcuasinc Directory is your best channel 
for the presentation of your sales story and product facts to the 
buyers and specifiers of equipment, parts, materials, and supplies 


needed in industry 


CONSULT YOUR ADVERTISING AGENCY 


Conover-NMasr 
PURCHASING 


DIRECTORY 


Chicago II, Ill., 737 North Michigan Ave. 
New York 17, N. Y., 205 East 42nd St, 
Cleveland 14, Ohio, 435 Leader Bldg. 

Los Angeles 36, Calif., 5478 Wilshire Blvd. 
Philadelphia, Pa., 333 Kent Rd., Bala-Cynwyd 
Birmingham, Mich., 1796 Graefield Ave. 


Taunton, Mass., 9 Earl St. 


West Hartford, Conn., 39 Glenbrook Rd. 
Packanack Lake, N. J., 114 Beechwood Drive 


Whitehall 4-6612 
Murray Hill 9-3250 
Cherry 1!-7788 
Whitney 8055 

Welsh Valley 4-497! 
Midwest 4-8198 
Taunton 2-1987 
Hartford 33-2565 
Mountain View 8-0255 
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Women in industrial advertising 


Meet 
Delphine Byrne . . 


By Margaret C. Lucas 


® THE ONLY WOMAN allowed in the 
plant of H. M. Harper Co., Morton 
Grove, Ill, manufacturer of nuts 
and bolts is Delphine Byrne, adver- 
tising and sales promotion manager 

She grew up to her job, and when 
the time came, was pushed into it 

Miss Byrne came from Interna- 
tional Falls, Minn., where she still 
has a summer home. Her first job 


was secretary to the regional man- 


ager of the Minnesota & Ontario Pa- 
per Co., which led to a transfer to 
Chicago, a short stay in the ad de- 
partment of a Chicago corporation, 
and then secretary in the sales de- 
partment at Harper . . the 25th 
woman to join Harper. She did 
sales control work, and later be- 
“chief clerk” for the sales 
manager. This took nine years. 
And then the advertising manager 
The assistant man- 
ager had left. Delphine Byrne was 
told “You're it!” Since someone 
said then that she’d last two weeks 


came 


post fell vacant 


at most before going back to sales, 
the job did have challenge. 

And it looks like she’s met the 
challenge well. 


Nuts to Ice Cream Makers. . 
She edits “Bolt News,” an external 
going to 25,000 distributors, jobbers 
and customers five times a year. An 
eight-page, two-color publication on 
slick stock, it deals with any prod- 
uct using Harper nuts and bolts 
Delphine and Harper’s agency, the 
Buchen Co.., 
lects material, writes copy, super- 


set the layout; she se- 


vises mailings 

And “Bolt News” has readership 
After a short note appeared on the 
manufacture of ice-cream-and-cake 
rolls, a customer in South America 
wrote, asking who made the dessert 
machines. He wanted to order 12. 
Boss Reads her Stuff . . She edits, 
writes and prepares, with the help 


other G.E. campaigns we've praised 
this year and to the G.E. campaign 
which won an award at the Nation- 
al Industrial Advertisers Associa- 
tion convention 

Now 


this campaign? 


who gets the credit for 
Gallup and Robinson? Sure, they 
get some, because they devised the 
system for going out and getting 
some information that could lead to 
qualitative measurements 

But G.E.’s creative people get the 
most credit, we think and we're 
sure Messrs. Gallup and Robinson 
could agree . . because, once know- 
ing, they still had to do some doing 

Because it’s not a formula you 
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buy from Gallup-Robinson. You 
buy experiences only. It’s left to 
you to benefit from the experiences. 

It so happens, of course, that we'd 
have picked the G.E. 
without the Gallup-Robinson factor. 
As we said in the beginning, that’s 
By our criteria, 


campaign 


what we did do. 
it stands at the top. 

Still, it’s quite a triumph for the 
empirical method. 

As well as for J. S. “Stan” Smith, 
manager of G.E.’s advertising and 
sales promotion department, who . 
with or without the aid of Gallup- 
Robinson 
TRIAL MARKETING’S “Man of 1951.” 

The Copy Chasers 


stands now as INDUS- 


af plant reporters, the employe mag- 
azine “Nut News.” 

Management has no say at all in 
the company publication never 
paper until publication 
date. Then, Miss Byrne says, “Mr. 
Harper reads it from start to finish. 
If it's OK, swell . . if not, he writes 
me a note.” Occasionally, Mr. Har- 
per will have a by-lined article. 


sees the 


Clearance from Army, Navy. . 
National advertising is prepared by 
the Buchen Co., after a conference 
at Harper. Although Miss Byrne 
doesn’t have time to write much 
copy, she does write all the classi- 
fied telephone book ads for Chicago, 
Manhattan and the 20 branch office 
cities, plus ads for Thomas’ Register, 
MacRae’s Blue Book, Fraser’s and 
others. She handles stock and in- 
ventory lists, letterheads, direct mail 
pieces, stock books and catalogs. 

Not a small part of ad preparation 
is selection of the three small 
thumb-nail case histories that are 
used in the two-color, two-column 
ads. Many stories must be cleared 
with the government agency using 
the equipment, or the army, navy or 
air force. 

After an ad runs once, it is not re- 
peated, although it may be scram- 
bled. The headline and body copy 
of one ad, plus three case histories 
from three different ads, may be 
grouped to form a new combination. 
The layout of the ads is conducive 
to this treatment, and the scheme 
gets the best out of each case his- 
tory .. cuts production costs as well. 


Budget with Feminine Touch . . 
The Harper budget comes about like 
this: Management sets a figure; 
Miss Byrne prepares her recom- 
mendations and media selections for 
the year. So does Buchen. Then, 
management, Buchen and Byrne get 
together, tailor plans to fit the ap- 
propriation, and the appropriation 
to suit the objective. In 1952, Har- 
per plans to spend about 1.5% of 
sales volume on advertising. 

She is a member of the Chicago 
Industrial Editors Association, and 
Chicago Industrial Advertisers As- 
sociation. She doesn’t mind being 
the only woman present at some 
CIAA meetings . . she enjoys them. 
She does not like receiving mail ad- 
dressed to Mr. Delphine Byrne. 








DR. ROBERT E. WILSON 





Chairman of the Board 
Standard Oil Company (Indiana) 


Scholar . . . teacher . . . Chemical War- 
fare Major . . . research director . . . 
vice president . . . head of a subsidiary 

. . Suggest some steps by which Robert 
E. Wilson, chemical engineer, reached 
the top of this great corporation. 


Dr. Wilson’s achievements include: 80 
notable technical papers; 90 patents; 5 
honorary degrees; three outstanding 
awards for contributions to science; vital 
government service in both World Wars; 
significant trusteeships and memberships 
in many educational and scientific in- 
stitutions, 


Once again Dr. Wilson has proved that 
in modern top management there is no 
bsti for technological know-how; 
and that research is a sound foundation 
on which to build a great career, both in 
industry and in the world of science. 





Who IS Who 
in the 
Chemical World ? 





Men like Dr. Robert E. Wilson who have taken the scientific 
path to business leadership, 


In buying, the circle widens to include thousands of others, 
for today all except minor purchases call for consultation 
among a group. 


These groups include works executives, supervisors, en- 
gineers, research directors, chemists and consultants, as 
well as company officials, who buy as a team of experts. 


In addition to its top management coverage, C&ENews 
reaches more of the other engineers and chemists who are 
“Who’s Who” in buying and specifying what you want to 
sell to the chemical and process industries. 





Dr. Wilson has been a member of the 
American Chemical Society since 1917, 
and a regular reader of C&ENews since 
its beginning. 


\ 


/ 


y 





Tt takes the BIG 72,000 coverage of 
C&ENews (every Monday) to BLANKET 
the chemical world. 


CHEMICAL AND ENGINEERING 


ch Newsmagazine of the Chemical World Since 1923 





An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO © CLEVELAND © SAN FRANCISCO * LOS ANGELES * SEATTLE * DALLAS 
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news 


of industrial sales and advertising 


Denies ad art costs are too high 


Art studios’ spokesman 
challenges cost statistics 
rel d by Buchen.. Basford 





® CHICAGO Advertising art work 


is not generally as expensive as 


represented by statistics released 


recently by several advertising 
agencies, James A. Shanahan, man- 
aging director, Association of Art 
Studios, has asserted 

He said that statistics quoted by 
Douglas Smith, art director, Buchen 
Co., Chicago, and G. M. Basford Co.., 
New York, showing cases of high 
costs of art work, are not to be 
questioned but they “need to be 
interpreted.” 

Mr. Smith had quoted statistics 
showing a rise in cost of layouts 
from $15 in 1939 to $20 (in some 
cases $25) today, a rise in cost of 
spot line illustrations from $12 o1 
$15 in 1940 to $25 today and rise in 
cost of a photograph from $10 in 
1940 to $15 or $20 today 

Basford released results of a sur- 
vey showing that a typical adver- 
tising 
106 more for 


program in 1952 will cost 
media space, art 
work and mechanical costs than in 
1940. The study 
costs, based on the 1940 dollar, have 


showed that art 
risen to $2.65. Figures covered ad- 
vertising in 99 publications 
“These statistics, citing in 
instance the experience ol 
advertising agency are 
a reflection of curren 
work,” Mr. Shanahan de- 
clared He said that the statistics 
vere not representative 
Citing cooperative cost account 
g studies by the association ove) 
the past five é Mr. Shanahan 


Kep 


price level from month to month 
among member studios 

“These cost studies,’ he asserted, 
“have startling 
conditions, conditions that at one 


uncovered some 
time threatened the existence of the 
art studio business in the Midwest 
For example, while operating costs 
were steadily climbing, previous to 
June, 1949, the charts show that not 
one member studio increased its 
selling prices and 21° of them ac- 
tually reduced their selling prices 
During the year from June, 1949, to 
June, 1950, the average selling price 
of art work among these member 
studios was again reduced in 27% 
of the reporting studios, while 21% 
upped selling prices a maximum of 
3% 

“During the same year 52° of 
our membership kept their selling 


prices constant with those of the 
From June, 1950, 
1951, after four or five 
nationwide increases in labor costs, 
63°; of the members continued to 


preceding year 


to June, 


hold the line against increases while 
the balance of those reporting 
raised prices a maximum of 12% 
“By Jan. 1 a study of the ratio 
of net profit to volume since 1940 
will be completed,” he said. Thus 
far the study indicates that a profit 
of 6% is above average and in some 


studios the ratio is alarmingly lower 


IM‘s New York office moves 


® tHE New York office of InpuUS- 
'RIAL MARKETING has moved to new 
quarters at 801 Second Ave., New 
York 17, N. Y. Telephone: MUrray 
H 6-8180 


Carsor. L. Ruyle 


Industrial Marketing wins 
award for design excellence 


® NEW yorK . . The American In- 
stitute of Graphic Arts has awarded 
a certificate of excellence to rnpus- 
TRIAL MARKETING for the design of 
its cover and contents page. 

The design award was the second 
received by IM since redesign of its 
cover and inside editorial typog- 
raphy a year ago. Earlier IM won 
one of 13 first place awards in a 
field of 532 entries for the cover de- 
sign in the 24th annual competition 
of the Society of Typographic Arts. 

IM will be one of 119 award-win- 
ning publications, largely general 
magazines, displayed in the second 
annual magazine exhibition spon- 
sored by the American Institute of 
Graphic Arts. The exhibition will 
travel to about eight cities this year. 
The full itinerary has not yet been 
announced. 

The judges included J. Belcher, 
Progressive Architecture; Alexey 
Crodovidch, Harper’s Bazaar, John 
English, McCall’s; J. M. Fitch, 
House Beautiful; Lawrence P. Less- 
ing, Fortune; and Miss Cipe Pineles, 
Charm. 

Announcing award winners, Pres- 
ident Walter Dorwin Teague of the 
institute said: 

“The art editor of a magazine can 
afford to be adventurous in the 
knowledge that his trial flights are 
not for the ages but can be super- 
seded by others equally daring next 
week or next month. That explains 
the keen interest of the exhibition 
as an index of current and future 
trends in the design of printing. So 
ancient and dignified an art has an 
urgent need for this literal avant 
garde probing into unexplored areas 
of its field.” 


Reorganized ARF nets $100,000 
in subscriptions for research 


More than $100,000 
has been subscribed by 105 adver- 


@ NEW YORK 


tisers, agencies and media for the 
Advertising Research Foundation 
since its reorganization last Sept. 26 
Announcing the sum, the founda- 
tion said that many more participat- 
ing subscribers will be added at a 
later date 
B. B 


Geyer, president, Geyer, 





Make it easy for your customer to buy! 


Put yourself in his place. Have vou ever tried order- 
ing from a clumsy, hard-to-manage binder? 

Since catalogs are like salesmen, choose a binder 
as you would a salesman. Let Remington Rand aid CATALOGER 
you in the selection of a cover with “Sales Appeal”. oe 
Give your products and services the best break — and 
you'll make more sales! 

Look over the binders pictured on the right: 
LEV-L-LOK is ideal for sales presentations — it opens flat, 
stays flat. . “Look, no hands”! 
CATALOGER is best for sales catalogs that expand. Holds 
as many as 1000 sheets and lets them lie flat! 
SALEMASTER combines a flat-reference catalog with a 
visual sales presentation on a built-in easel. 
TRI-LOCK gives you compression, flat-reference, and 


Get the complete story now on these versatile sell- 


ing aids! Send the coupon today! 


c 
Management Controls Reference Library, Room 
easy shect changes, too. 1630, 315 Fourth Avenue, New York 10, N. Y. 
PARA-PRONG Saves inches in overall size, yet holds many Please send booklet LI inderstand that this request 
more sheets per inch than any standard ring binder. | does not obligate us in a 


Remington Rand offers the widest variety of binders sisi 
ever found under one maker's name. You choose the 

. Company 
binders that suit your specific needs, fit vour budget 


Address 


City 








Newell & Ganger, has been elected 
chairman of the foundation 
Twelve directors representing ad- 
vertisers, agencies and media re- 
spectively were named at an organ- 
ization meeting. Four directorships 
for media representatives and one 
each for the remaining two divisions 
were intentionally left unfilled. The 
directorships will be fiiled later by 
when additional sub- 
Directors 


mail ballot 
scriptions are received 
elected, all for one-year terms, are 

Representing agencies Mr 
Geyer; Marion Harper Jr., presi- 
dent, McCann-Erickson; Frederic R. 
Gamble, president, American Assn 
of Advertising Agencies; F. B. Man- 
chee, executive v.p., Batten, Barton, 
Durstine & Osborn, and Fergus 
Mead, v.p., The Buchen Co 

Representing advertisers John 
F. Apsey Jr., advertising manager, 
Black & Decker Mfg. Co.; Lowry 
H. Crites, advertising comptroller, 
General Milis Inc.; W. B. Potter, 
director of advertising operations, 
Eastman Kodak Co.; D. P. Smelser, 
manager, market research depart- 
ment, Procter & Gamble Co., and 
Paul B. West, president, Assn. of 
National Advertisers 

The two filled media seats on the 
board are held by Paul Montgom- 
ery, v.p., McGraw-Hill Publishing 
Co., and John C. Sterling, publisher, 
This Week Magazine 


NBP adds three ABC, three CCA 


publications to membership 


® WASHINGTON National Business 


Publications has added six new 
member publications, including 
three audited by the Audit Bureau 
of Circulation and three by the Con- 
trolled Circulation Audit 

ABC publications are Implement 
Record and Western Construction 
of King Publications, San Francisco; 
and American. Gas Journal, New 
York 

CCA publications are Coal Heat, 
Chicago; Hardware & Housewares, 
of Irving-Cloud Publishing Co., 
Chicago; and Product Design & De- 
velopment of Franklin H. Johnson, 


Inc., New York 


"Modern Brick Builder’ 
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advertising 


in business papers 
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Linage of 74 publications .. up 4.2% in 1951 


® ADVERTISING VOLUME of 74 Cana- 
dian business papers in 1951 gained 
4.2% over the entire year 1950, with 
44,080 pages last year compared to 
42,314 for 1950. Publications gained 


Complete year 1951 


as follows: 27 industrial papers, up 
1,167 pages, or 6.5%; 34 trade pa- 
pers, up 0.8%, or 142 pages, and 13 
class publications, up 457 pages, or 
6.2%. 


% change 





Grard total 


page change 
67 +6.5 
+0.8 


+ 4.2 





Industrial group 


49 


ages 
ish 1950 


19,155 17,988 


pages 
Trade group 1951 1950 


Ss 

19st “i950 
413 53 
383 38° 
1380 

1610 

274 

1367 


17.043 16,901 


pages 
1951 1950 


213 189 
1128 «137 
7,882 7,425 


ations are 


s in 1950 


must not be 
hout permission 





Of course you can get along without it... 


BUT LOOK WHAT 
YOU CAN DO WITH IT! 


There is no such thing as an indispensable advertising medium. 
Useful as the REVIEW OF THE WEEK" is, we'd be the first to admit that 
you can get along without it. 


But why would you want to deny yourself the impact and power of 


The New York Times... 


Its mighty 1,100,000 circulation among influential people 

clear across the nation. 

Its top-level dominance in the richest U.S. industrial counties, 
within a 500-mile circle around New York. 

Its extra strength where you need it most —in New York, 
everybody's richest market—where most magazine 

circulations are thinnest. 

The respect and readership of executives everywhere for 

THE NEW YORK TIMES for bringing them more news — complete 
and completely reliable — than they can get 


anywhere else. 


Worth looking into right dway, isn’t it? 


The New Pork Times 
REVIEW OF THE WEEK 


“the newsreview you get every Sunday 
exclusively with The New York Times 





YESTERDAY ...4 
early International Har- 
vester Tractor pulling a road 
grader circa 1900 


pulled by equally up-to-date 
International Harvester 
Tractors. 


TOMORROW... 
Artist’s conception of road 
building equipment of the 
future. 


Mainspring of 

construction progress 

is the 

CIVIL ENGINEER 

..ethe power behind equipment purchases! 





Today's record level of new engineered construction 
is keeping the Civil Engineer on the lookout more 
than ever . . . for improved equipment, materials and 
methods. Whatever his title or function as planner, 
supervisor or contractor, the Civil Engineer is vitally 
concerned with the type of equipment needed tocom- 
plete his project speedily, efficiently, economically. 


That's why the Civil Engineer needs and wants your 
product facts. In his supervisory capacity he directs 
the selection of, and approves the purchase orders 
for, equipment, materials and services. As owner or 


UNIQUE OPPORTUNITY 
THAT COMES ONLY ONCE 
IN 100 YEARS 


By making 1952 a CIVIL ENGI.- 
NEERING year 
opportunity to dramatize your 

pany'’s contribution to construction 
progress. Next year, CIVIL ENGI 
NEERING will > American 


. yee 


you have an unusual 


key executive of contractor organizations, the Civil 
Engineer wields even greater purchasing authority. 


The only publication that enables you to put your 
product story before 32,000 Civil Engineers is CIVIL 
ENGINEERING, the magazine that pulled 30,000 
inquiries from one issue alone. Here is proof of unu- 
sually high reader interest .. . proof that your adver- 
tisement will receive concentrated attention by the 
men who count—members of the American Society 
of Civil Engineers. 


CIVIL |) ® 


Society of Civil 
first Cencennial 
she A Century 


sel tees ieosender, 1952, Oo A The Magazine of Engineered Construction 


Published by 
The American Society of Civil Engineers 
33 West 39th Street, New York 18, N. ¥. 
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NIA 


Chapter activities 
of the National Industrial 
Advertisers Association 





NZ 


Institute to start fund drive 


a ry 


Chapple h paig 
named acting director, 
industrial ad research institute 





® PHILADELPHIA . . The new Indus- 


trial Advertising Research Institute 
expects to start a drive for funds in 
January. 

Tie drive will be headed by Ben- 
nett S. Chapple, Jr., assistant execu- 
tive vice-president, U. S. Steel Co. 
At a meeting in Philadelphia, the 


executive committee of the Nation- 
al Industrial Advertisers Associa- 
tion named Mr. Chapple acting di- 
rector of the institute until election 
of a board of trustees some time this 
year. 

The board will include the presi- 
dent of NIAA and six trustees 
elected by subscribers, who also will 
elect a chairman. 

The executive committee also 
unanimously adopted a plan pre- 
sented by Mr. Chapple for the in- 
stitute. Outlining the plan, Mr. 
Chapple said: 

“To avoid domination by large 
corporations, subscriptions will be 
on a voluntary basis over a three- 
year period in accordance with the 
benefits the subscriber feels he will 
derive and in keeping with a sug- 
gested scale of $100 to $2,000.” 

Subscribers, he said, will be from 
four categories, all with equal voice: 
industrial advertising managers, 
agencies, publishers, and art and 
graphic arts suppliers. Subscrip- 
tions must be to the institute as a 
whole, with no entailment per- 
mitted. Projects selected will be 
broad enough to benefit all sub- 


The ad manager's place in industrial or 
janization was discussed by this panel of 
the Industrial Advertising Association of 
New York. From lett: 

W. Smith, publicist; Robert P. March, ad 


Moderator Harry 


manager, Worthington Pump & Machinery 
Corp.; C. J. Dunham, merchandising man 
ager, Ruberoid Co., Albert Yates, vice 
pres., marketing div., Barrington Associates 





scribers and NIAA membership. 

The plan was developed by an ex- 
ploratory committee, headed by Mr. 
Chapple and including Edward L. 
Andrew, Fuller & Smith & Ross; 
George Black, Cooper Alloy Foun- 
dry Co.; Arthur Hall, Aluminum 
Co. of America; George O. Hays, 
Penton Publishing Co.; William A. 
Marsteller, Marsteller Co.; Louis J. 
Ott, Ohio Brass Co.; Richard C. 
Sickler, E. I. duPont de Nemours & 
Co.; and Roscoe Smith, Reliance 
Electric & Engineering Co. 

In Cleveland, Charles Farran, 
vice-president of Griswold-Eshle- 
man Co. and president of the Indus- 
trial Marketers of Cleveland, issued 
a statement pledging the local chap- 
ter’s support and calling on local in- 
dustry to invest heavily in the in- 
stitute’s studies. 


news 


National headquarters * 1776 Broadway, New York 19, N. Y. 
John F. Apsey. Jr., president 
Blaine G. Wiley. executive secretary 


“Since such research may result 
in tremendous savings in advertis- 
ing expenditures or, expressed an- 
other way, in making the same 
number of dollars do far more work, 
it would seem logical that business 
should invest much larger sums in 
advertising research,” Mr. Farran 
declared. 

He said that the Cleveland chap- 
ter of 350 members will act as a lo- 
cal clearing house on the institute’s 
activities. 

“Our industrial marketers group 
will play an important part in 
carrying out these activities,” Mr. 
Farran said. “The Cleveland area, 
with a heavy concentration of in- 
dustrial advertisers, has a_ large 
stake in this undertaking.” 


Advertising hastens product 


success or failure: Hobart 


® st. Louis . . Three prerequisites 
of modern industrial selling were 
listed by Donald M. Hobart, vice- 
president and director of research, 
Curtis Publishing Co., Philadelphia, 
at a meeting of the Industrial Mar- 
keting Council of St. Louis. 

The prerequisites: 

1. A good product . 
that often requires substantial re- 
search. Mr. Hobart quoted two top 
executives on this point. 

James A. Farley, chairman of the 
board, Coca Cola Export Corp. 


“If the product is not worthy, ad- 


. something 


vertising simply hastens the day 
when the whole market has sampled 
Adver- 
tising cannot make a_ permanent 


the product and rejected it 


success of any product that is not 
fit for success on its own.” 


Paul Hoffman . . “Much of my life 
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has been spent developing products, 
studying markets, and determining 
buy my company’s 
I always proceeded on one 
that the product had 


how best to 
wares 
assumption 
to be good to maintain a market.” 


tion. “You must keep in constant 


2. A periodic check on distribu- 


touch with the possible changes 
which may be taking place in chan- 
nels of distribution, for mounting 
costs make it more important to sell 
through profitable outlets,’ Mr. Ho- 
bart observed. Citing case history 
distribution studies by the Depart- 
ment of Commerce, he said 

“One sales executive, after a 
study of his company’s selling effort, 
discovered that about 80°; of their 
customers gave them less than 15° 
of their 
found that 68°; 
of his accounts brought in only 10° 
Most of these ac- 
counts Sales in- 


creased 76°% as a result of bette: 


volume A manufacturer 
of the total number 


of his volume 
were dropped. 


directed selling effort, and market- 
ing expenses were cut nearly in 


half.” 


3. Advertise and merchandise 


“We must never lose sight of the 
fact that the two prime essentials 
of successful selling are good quality 
at one end of the line and consumer 
knowledge at the other. With the 
two ends of your selling line secure, 
channels of distribution operate ef- 
ficiently 

“Whatever happens, you must al- 
ways remember that in this dynamic 
age, markets are as important as 
manufacturing plants. Markets may 
be intangible, but they have to be 
built as carefully as factories and 
machinery and they are far more 
They must be kept in good 
Demands for the goods you 


fragile 
repait 
produce have to be created. It is 
advertising and selling which mo- 
tivate purchasing power and give it 


energy and economic function.” 


Regional conferences 





ay 


ae) President James H. McGraw, 
McGraw-Hill Publishing Co., New 

York, was honored by scientists, en- 
gineers, publishers and educators 
from throughout the country at a 
dinner they held to commemorate 
his 66th birthday and completion of 
his 40th year as an industrial pub- 


lisher 

Thomas 
chairman of the committee arrang- 
ceremonies. Arthur Wil- 
vice-president, New York 


A. Edison was honorary 


ing the 
liams, 
Edison Co., was chairman. 

Among the sponsors of the testi- 
monial dinner, which was attended 
by 1,200 friends and associates of 
the publisher, Secretary of 
Commerce Herbert Hoover, Bruce 
Barton, Col. Edward A. Simmons 
and A. W. Shaw. Toastmaster John 
W. Lieb, general manager, New 
York Edison Co., characterized Mr. 
McGraw as a national leader in 


were 


during the 
nation had 


business and industry 
period in which the 
made its greatest forward strides. 


Others who spoke in tribute to 
Mr. McGraw included Willits H. 
Sawyer, president, American Elec- 
tric Railway Association; General 
Guy E. Tripp, chairman of the 
board, Westinghouse Electric & Mfg. 
Co.; Charles L. Edgar, president, 
Edison Electric Illuminating Co. of 
Boston; Dexter S. Kimball, dean of 
Cornell University School of En- 
and Edward J. Mehren, 
McGraw-Hill. 


gineering; 
vice-president, 


# A special two-week course in 
industrial advertising and merchan- 
dising was launched by the Univer- 
sity of Pennsylvania in cooperation 
with the Eastern Industrial Adver- 
tisers. The course was opened with 
an address by Malcolm Muir of Mc- 
Graw-Hill on “The Principles Un- 
derlying Industrial Merchandising.” 
Some 300 students enrolled. The 
course included classroom work, 
lectures by members of the EIA, 
and visits to plants and offices of 
members. 
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DON’T MISS N.1.A. A's. 
"Fighting Fifties- 


War or Peace 
CONFERENCE 


CHICAGO 


June 29- July 2, 1952 


u 


@ The theme of this convention will be built 
around the role of industrial advertising and 
the impending economic crisis, either as a 
result of all-out war or all-out depression. 


@ Attending this conference will help 
industrial advertising men learn what they 
can do about it now 


@ Interesting speakers, panel discussions, 
luncheons and entertainment are being 
planned. 


@ There will be the usual special programs 
for the ladies 


@ There will be the usual advertising and 
award displays plus the usual presentation of 
Annual NIAA Awards. 


@ There will be one “open” afternoon and 
evening for you to do as you like — with 
suggestions for your consideration 


Start The New Year Right — 
Mark Your Calendar for June 29 


June 29th is the day you'll want to be in Chicago for 
the 30th Annual NIAA Conference which lasts through 
July 2. 


You, your associates, your superiors, your sales execu- 


tives will be exposed to a shirt-sleeve affair with speakers, 
panels and luncheons planned to help do a bigger and 
better job in the increasing challenge that faces industrial 
advertising in the “Fighting Fifties, War or Peace”. 

The program will be tailor-made “to the times”. G. D. 
Crain, Jr., Publisher of Industrial Marketing, Conference 
Program Chairman, is now surveying NIAA’s membership 
as to the type of program that would be most practically 
helpful. 

Mark your new 1952 calendar now. Plan to attend. 


Make your conference and hotel reservations early. 


NIAA’s 30th annual conference 


in the Palmer House in Chicago’s Loop 
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ADVERTISING BUDGETS 
SOLD 


Richard S. Hayes 


THE OKONITE COMPANY 
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How industrial advertising 


pai 


This is the seventh in a new series of 
case histories collected by the committee 


on advertising effectiveness of the NIAA 


By R. W. Fross 


MA 





® SALESMEN of the A. P. Green Fire 
Brick Co 


without 


tried for several years 


success to make contact 
with a certain manufacturer of re- 
finery equipment. The company 
sold equipment and contracted to 
install it Installation included a 
refractory lining in a portion of the 
equipment 

We rar an ad for our refractory 
lining of this type in a refinery pub- 
lication that we had not used before 
An exec- 


utive of the company we had been 


Results were immediate. 


unable to communicate with wrote 
to our engineering department for 
detailed information about the ap- 
plication of our refractories to the 








O 


equipment he manufactured. Ad- 
vertising put our foot in the door. 

Another example of ad effective- 
ness is the story of one of our West 
Coast distributors. 

All of our distributors participate 
in a direct mail match campaign. 
Each month they send a sleeve con- 
taining six match books to custom- 
ers and prospective customers on 
their mailing lists. The sleeve, 
which contains the name and ad- 
dress of our company, is die cut 
so that one match book cover, show- 
ing the name and address of the 
individual distributor, is visible. 

An officer aboard a ship at sea 
discovered that he needed refrac- 
tory repairs to one of the ship’s 
boilers. He found our distributor's 
address on a sleeve of matches and 
cabled him an order. The equip- 
ment was delivered to a specified 
pier of a certain dock on the date 
the ship hit port available for 
immediate installation without de- 
laying ship departure. 
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eneral 
exhibits 

& displavs 
ine. 


2100 NORTH RACINE AVENUE 
GHICAG O 14, HELEPNOHS 


DESIGNERS AND PRODUCERS 


convention exhibits 
museum exhibits 
commercial interiors 
merchandising displays 
sales presentations 
models 

dioramas 

animations 
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produced in U. S. last year 
— enough to build a v' 


4-lane concrete highway 
around the world 





ful and 





ical use of this tremendous volume of cement requires efficient 


s 
equipment and expert guidance. The leaders in the concrete construction industry 


depend on the— 


JOURNAL of the AMERICAN CONCRETE INSTITUTE 





GROWTH INDUSTRY 


Rapid growth and present pre-eminence 
of concrete in the construction field is 
no accident . nor by chance that edi- 
torial content of the ACI JOURNAL is 
the leading authority in the concrete con- 
struction field 

EDITORIAL BALANCHI 

A glance at the ACI 20-Y ear Index shows 
the extent and variety of information 
available through the Journal pages. 
Listed below a few of the subjects cov- 
ered to make it valuable to all engineers 
and builders of concrete structures 
Buildings Blocks 

Pavements Precast units 
Admixtures Atomic blast protection 
Structural design Cement 

Prestressing Mass concrete 
Vacuum concrete ‘Lightweight aggregate 
Shotcreting Air entrainment 
Winter concreting Bridges 

Curing Tunnels 

Arches Architectural concrete 
ACI Journal's "News Letter” section deals 
with people, promotions, projects, etc., 
while “Tools, Materials and Services” 
keeps abreast of latest developments and 
offerings—how and with what. 


6000 MEN TO KNOW 


Do they 4now YOU? They are important 
. to the construction industries and to 


These representative advertisers 
of materials, tools, constructi-n 
testing, and concrete products plant 
equipment, end engineering services 
have used the pages of the Joumal 
of the American Concrete Institute 
te advantage 


Biaw-Knox Div 
Company 
Butler Bin Co. 


Lone Star Cement Corp Fuller Company 
Master Builders Co 

Rail Steel Bar Assn 
United States Rubber Co 
Intend Steel Co 
Bethlehem Steel Co 
Techkote Company, The 


Johnson Co 


Mall Toot Co 


Dewey and Almy Chemical Co 
of Biaw-Knox 


Chain Belt Co. of Milwaukee 
Chicago Pneumatic Tool Co 
Electric Tamper & Equipment Co 
Flexible Road Joint Machine Co 


Irvington Form & Tank Co 
Jaeger Marhine Co 
The C. S 

Kelley Eletvic Machine Co 


Master Vibrator Co 


anyone selling these industries . . . ACI 
Members who specify and buy for the 
largest construction organizations and 
government agencies. 

Not only do these men specify and buy, 
but their specifications and purchases 
tend to create acceptance throughout the 
entire industry. 

Military installations, dams, highways, 
bridges, housing, industrial plants, con- 
crete structures and products of all kinds 
are under the direction and supervision 
of these men 

CIRCULATION 

The Journal is the product of the mem- 
bers of the American Concrete Institute 

a nonprofit engineering society. Ten 
monthly issues a year (not published in 
July or August). Paid distribution is 
6500 (12/1/51). 


LOW RATE 


$150 a page on a 6-time basis. 


It will be worth your while to investigate 
this technical publication aimed directly 
at serving the 28 Billion Dollar concrete 
construction industry . one that is con- 
suming more and more attention of those 
who have construction equipment and 
materials to sell. Ask for a sample copy 
and see for yourself how the ACI Journal 
can help you sell in this important mar- 
et. 


Viber Company 

Worthington Pump & Machinery Co 
U. S. Steel Corp 
Baldwin-Lima-Hamilton Corp 
Concrete Sre-iaities Co 
Central Svientific Company 
Besser Manufacturing Co 
Stearns Menufa turing Co. 
Grid Flat Slab Corp 

Kalman Fl-or Co 

The Intrusion-Prea-kt Co 

Raymond Concrete Pile Co 
Robets end S hae‘er Co 
Vacuum Concrete Co 
Continental Notors Corporaticn 


“World Authority on Concrete Engineering, 
Construction, Research”’ 
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Agencies forecast on export 


1 page 36 





increase. 
BBDO: 
CHIRURG: 
BUCHEN: Volume will stay level, 
if there’s enough steel and no de- 
terioration of military — situation. 
Many booked solid 
through 1952, need only steel. 
Gray: Not 
pected. 


Increase. 
No comment. 


clients are 


much increase ex- 


5. Are copy approaches likely 
to change? 


VLADIMIR: If there are shortages 
of merchandise and capital goods 
there will certainly be copy changes. 

otto: Not more than normally. 

FOREIGN AD: Shortages may ne- 
cessitate copy changes. 

Y&R, GOTHAM, COMPTON, BBDO and 
swt: No. 

CHIRURG: More 
learning how to advertise effective- 
ly in export markets. Ads are more 
specific, with more selling appeal 


companies are 


and less institutional. 

GRAY: Institutional advertising 
will increase because of production 
difficulties and increased foreign re- 
strictions, particularly in European 
countries which are trying to buy 
in Europe where possible. 

BUCHEN: More institutional ad- 
vertising. 


6. Are material shortages dic- 
tating changes in ad programs? 


Most of the above named agencies 
said no to this question, but all con- 
ceded the probability is increasing 
especially in connection with capi- 
tal goods. 


to be 





7. What tries app 
the best export markets? 


agencies an- 
In Europe, 
were 


The majority of 
swered Latin America. 
Switzerland and _ Belgium 
mentioned. Africa colonies also 
are developing. 





Tell it to Kimberly-Clark 


An idea exchange service for 
advertisers and buyers of printing 


Sell your advertising 
to your own company, too! 


The importance of promoting your own 
advertising cannot be overemphasized, 
because every member of an advertiser's 
organization has a stake in his company’s 
advertising. But to appreciate it and 
“tie in,’ they must £vow about it. It’s 
essential to keep management people 
posted, as well as salesmen and distribu- 
tors—if you want them on your team. 
Only when all of them understand the 
objective of your campaigns, how and 
why the campaigns were evolved, and 
are kept informed as to what you're say- 
ing to whom and’ where—will your ad- 
vertising be of maximum interest to 
them. A 3-point program (such as the 
one we make available to advertisers) 
should be broken down as follows to 
accomplish these objectives: 1—a series 
of folders to hold proofs, schedules, and 
discuss the advertising in terms of its 
helpfulness to the man who sells. 2—a 
series of cover folders, pocket pieces, 
mailers, postcards, etc., to merchandise 
specific ads. 3—complete issues of mag- 
azines where company’s ads appear, with 
cover stickers to direct V.I.P.’s to the 
proper page. 

Edward W. Hermann, 

McGraw-Hill Publishing Co., 

New York, N. Y. 


Cuts catalog size —reduces postage 


Did you know that using your printer's 
shears wisely can reduce direct mail 
costs? For example, we mail a large 
number of 72-page catalogs which were 


~h a 


” 


5%" x 8!" finished size. By trimming 
them to 54” x 814”, we took off enough 
weight to change the postage rate per 
catalog to the extent that the savings 
almost paid for the envelope! If you'd 
like to try it, have your printer make up 
several dummies in the paper weight you 





cena all gxecuTives 


yavertis9 


plans 


pisTRIBUTORS 





intend to use, then let the postmaster 
weigh them to determine the most 
economical size. 


Paul P. Karnov, General Manager 
H. E. Mason & Co., Chicago, Ulinois 


Stencils make truck painting easy 


The posting of sales material on the 
trucks of distributors has plagued many 


an advertiser. However, we have been 
using with great success a stencil of our 
products’ trade names and characters, in 
four colors. The stencils are made of oil 
skin and give a complete color separation 
outline. With them, even an amateur 
painter can turn out a professional four 
color job. Since a truck can be quite 
effectively ‘dressed up” without the ex- 





cessive cost of a body paint job, these 
stencils have great appeal among our 
distributors 


Murray Morgan, Advertising Dept., 
Ice Cream Novelties, New York, N. Y 


Do you have an item of interest? 
Tell it to Kimberly-Clark! 


Any item of interest ee 
Pea 2 


pertaining to adver- ‘By 
using Or printing is YW \ 

acceptable, and be y 

comes the property of 

Kimberly-Clark. For 

each published item, a $50 Defense Bond 
will be awarded to the sender. In case of 
duplicate contributions, only the first 
received will be eligible for an award 
Address Idea Exchange Panel, Room 
168, Kimberly-Clark Corp., Neenah, Wis 


* * + 


Remember — you add crisp freshness and 
sparkling new sales appeal to advertising 
pieces, brochures, reports, house organs 
when they're done on fully-coated 
Kimberly-Clark printing papers. For 
brighter, sharper, smoother reproduction 
in any fine letterpress or ofttset printing 
job, always specify Kimberly-Clark 


Kimberly-Clark Corporation seu. wsconsn 


Quality Machine-Coated Printing Papers 


© ximpercy 


®, w RES 


eroeance 


Hifect* Enamel 


Lithofect* Offset Enamel 


Trufect* Multifect* 
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employe communications 


public relations 


by Robert Newcomb 


and Marg Sammons 


Awards pull 12,000 ideas but.. 


it’s employe morale that counts 


® SEVERAL YEARS AGO a company 
launched a slogan contest among 
its employes, in order to stimulate 
safety A 
offered. 
Someone in the front office came 


employe awareness of 


small cash award was 
up with the bright idea that, if the 


contest were a month-in = and 
month-out affair going on endlessly, 
the problem of keeping employes 
safety conscious would be solved 
This was a happy little illusion, 
on a par with a lot of employe 
morale notions hatched in the front 


office. It is all well and good to 
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start the motor of a car, but if no- 
body in the car knows how to drive 
it, the car serves no useful purpose. 

Equally, it is good to start an em- 
ploye program, but if you are not 
prepared to keep pushing it, it won't 
amount to much. This particular 
slogan contest was launched, with- 
out too much fanfare, went along 
on its own momentum for a short 
time and then the entries declined. 
Finally the management group re- 
sponsible for it went into a huddle 
The chairman of the group, who 
had a flock of other duties in the 


VY 


Industry’s relations with 
Employes/Stockholders 
Distributors/ Suppliers 


Neighbors 





company and little stomach for 
slogan contests, suggested they drop 
the whole thing. 

“Obviously,” he said, “the em- 
ployes have not sufficient interest 
in this slogan contest to do anything 
about it, even though cash awards 
are involved. I think they are a 
bunch of ungrateful heathen, and 
I propose that we forget the whole 
matter.” 

What he should have said was: 
“Look, fellows, we bungled this 
thing from the outset. We thought 
we could start this off and let it 
run by itself. Now I suggest we 
get behind it and make it work. 
I'll take the time required to work 
on it, and I want all of you to do 
the same thing.” 

No employe program is going to 
operate for long without manage- 
ment encouragement and coopera- 
tion, particularly if it is supposed 
to boost employe morale and help 
management. The suggestion sys- 
tem is one of this type. Basically 
it’s an employe participation pro- 
gram, designed to give employes a 
greater sense of “belonging.” But 
it has its practical, economic uses 
for management, too. Alert man- 
agement gives the suggestion sys- 
tem solid support and continuing 
interest. 

Abbott Laboratories, pharmaceu- 
tical manufacturer, North Chicago, 
Ill., has a suggestion system of prac- 
tical value both to the company and 
its employes. The system is bol- 
stered by a continuous promotional 
drive within the company, because 
to keep groups of people interested 
in anything, you've got to keep their 
minds on it. 

The big exclamation point in the 
life of the Abbott suggestion system 
comes with a social event named the 


























YOU CAN READ A LOT 
BETWEEN THESE LINES 


“IEN is very useful and contains 
up-to-date information,” writes an 
IEN reader. Others write: 


“Offers us a valuable source of 
information as to what is new and 
best in industrial equipment.” 


“IEN enabled us to select the cor- 
rect type of aluminum paint for 
use in underground machinery in- 
stallations.” 


“Now constructing a new paper 
board mill and have used your 
IEN regularly in connection with 
many purchases.” 


“Helpful in finding up-to-date 
equipment.” 


“As useful as my slide rule.” 


“Wish to assure you and your ad- 
vertisers the service you offer is 
much appreciated.” 


“Very useful in keeping abreast of 
new developments and equipment 
for possible use in this and other 
installations.” 


“Good for locating hard-to-get 
items.” 


“Been looking for these bushing 
bearings for a long time, and 
found them at last through Indus- 
trial Equipment News.” 





You can reach 62,044 men 


at the top of the production ladder 


through Industrial Equipment News 











—HERE’S HOW 


When you look at a breakdown of TEN circulation by occupational 
titles in your CAA Statement for Industrial Equipment News, you'll 
see some titles pretty important in the selection and purchase of 


industrial products. 


There are 10,241 plant superintendents, 3796 superintendents of 
operating and production departments, 6363 plant, works, and 
production managers. That’s 20,400 top men right there, and 


you could add 705 assistant plant superintendents. 
Engineers — all types — make 18,731 more. 


Then there’s 11,203 administrative officials, most of whom came 
up through the operating side of business and are still vitally 


interested in operating problems. 


The CAA Statement shows how IEN reaches a selective group of 
men who are near or at the top of the production ladder. These 
are the men you reach for as little as $125 per month, through 


advertisements in Industrial Equipment News. 


INFORMATION SERVICE 


fi Armee Ye 
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“Suggestion Stars’ Dinner.” This is 
an annual affair. The 25 employes 
with the best suggestion record for 
the year are chosen “suggestion 
stars” and the top choice is labeled 
the “star of stars.” Last year those 
employes who made a contribution 
in the pursuit of what Abbott calls 
‘Mr. Elusive Idea” were designated 
“deputy sheriffs.” 

The Abbott suggestion program 
is not simply a system of screening 
good ideas with cash value and hon- 
oring the suggestors, but a down- 
to-earth activity in good fellowship 
that brings people together on a 
friendly basis. At the suggestion 
stars dinner, which is quite a social 
event, you find the president and 
other executives, including depart- 
ment managers. The star sugges- 
tors are the only ones entitled to 
bring their spouses, so the other 
half of the family is there to see an 
honor come to the household. That's 
good for employe relations, also. 
Naturally the group includes the 
members of the suggestion com- 
mittee and others concerned with 
suggestion system work 

The 25 suggestion award winners 
chosen do not necessarily represent 
those with the highest cash awards 

the selections cover a variety of 
They will include 
highest 


accomplishments 
the suggestion with the 
award, of course, but at the banquet 
table you will find the person with 
the best record for the quantity of 
acceptable suggestions made during 
the year, and the employes whose 
ideas have reflected sound thinking 
in special fields 

The employe who made the best 
suggestion for improvement in re- 
search is there. So is the employe 
with the best idea for production. 
The office is represented by the em- 
ploye who came through with an 
acceptable suggestion for some im- 
They are 


large cash award 


provement in the office 
not necessarily 
winners; they are honored for the 
soundness and usefulness of ideas 
Each star suggestor receives an ex- 
tra award of $25. The so-called 
“star of stars” 
the top billing 
stock. 
department 


the employe with 
receives a share 
Each 


manager is 


of company award 
winner's 
given an appropriate token of the 
company’s appreciation of his co- 
operation. 
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Man of the Month . . in 


Company editor wins friends, 


influences people via soapbox 


® ONE OF THE FUNCTIONS manage- 
ment has tackled is getting into the 
community and making talks. 

It is, of course, old stuff to a 
handful of companies with well- 
developed community relations. It 
is also old stuff to a highly attrac- 
tive and spellbinding young woman 
named June Guncheon. Miss Gun- 
cheon is the editor of “The Lipton 
Link,” employe _ publication of 
Thomas J. Lipton Inc., Hoboken, 
N. J., for which she also handles 
product and promotion publicity. 

Miss Guncheon became active in 
debating and lecturing in college in 
New Rochelle, N. Y., and has been 
She felt so keenly 


at it ever since. 


that people in business need a 
speaking talent that she took the 
Dale Carnegie course in effective 
speaking, leadership training and 
human relations, and put her school- 
ing into such flawless practice that 
several months ago she won the 
first place trophy for the impromptu 
speech in the Dale Carnegie inter- 
national club speech championship 
at Detroit. 

She has addressed radio and tele- 
vision audiences, industrial editors, 
business and professional women’s 
clubs, the Knights of Columbus, life 
insurance groups, and classes of 
school children. She urges her co- 
workers to hustle out and make 
talks, and she believes business 
makes new friends when its repre- 
sentatives move about as neighbors. 
Her philosophy carries into her 
publication, which won a Freedoms 
Foundation gold medal in 1950. 
Shortly she will launch a public 
speaking course in New Jersey to 
train people who want to learn how 
to get up on their feet and talk. It’s 
a new, needed sort of activity if 
business men and women are to 
communicate with each other faster 
and better. Associates of Miss 
Guncheon aver that the course is a 
success before it starts. The gal 
knows how to win friends and in- 
fluence people. 


The special dinner for suggestors 
gets topside attention. To Abbott, 
the suggestion system is both big 
and important. The president and 
general manager, Dr. E. H. Volwil- 
er, is there in person to make the 
He has a friendly greeting 
for everyone, a handshake and a 


awards 


pat on the back for the winners. 
The suggestor goes away with 25 
jingling silver dollars, a full stom- 
ach, the memory of a pleasant eve- 
ning, but what is most important, a 
feeling that he has been recognized. 

Abbott's suggestion system gets 
a continuous shot in the arm. It’s 
a topic of conversation at the com- 
pany because employes are made to 
feel it’s their own program. One of 
the devices that drives this point 
home is a deft little suggestion 
booklet called “Spotlight on Sam.” 
This is a modest and enjoyable 
product of the Abbott suggestion 


service, an activity presided over by 
Gordon Washburn. It serves to in- 
troduce in the early pages a char- 
acter called Suggester Sam, who ex- 
plains the whole suggestion system 
in easy, informal style. 

(Abbott has several extra copies 
of “Spotlight on Sam.” If you'd 
care to have one, write Mr. Wash- 
burn your request for a copy.) 

If the Abbott suggestion system 
had leaks in it, they have been 
plugged. The company is working 
on its eighth president’s dinner, 
scheduled to be held within several 
months. The suggestion plan itself 
has been in operation for 15 years. 
During that time more chan 12,000 
suggestions have been made, and 
more than 4,500 approved. For the 
last year recorded, 1,703 ideas were 
processed, 660 approved, and $8,552 
awarded. That’s audience partici- 
pation, and lots of it. 





Gis) about CHEMICAL ENGINEERING 
eA ..¥O HELP YOU SELL PRODUCTION MEN 


IN AMERICA’S FASTEST-MOVING MARKET 


“CHEMICAL ENGINEERING is A most IMPORTANT PUBLICATION 
ON OUR SCHEDULE,” SAYS WILLIAM E. HEILIG vice presivenr, 
THE WM. POWELL CO.s Leaver AMONG CHEMICAL PROCESS 
MAGAZINES, ITREACHES BOTH KNOWN AND PROSPECTIVE BUYERS 
IN THE LARGEST INDUSTRIAL MARKET FoR POWELL vatves. ” 


y a 


DRUGS a FARM 4. 
Pe aalhe CHEMICALS 4 

“Wy 

\ 


WTS ex 
SYNTHETIC 


FIBERS <=> 5 
PETROCHEMICAS 


LEADING THE PARADE FROMNOW 

70 1960 pre THE CHEMICAL PROCESS 

INDUSTRIES \NITH A GROWTH RATE MOST 

SPECTACULAR AMONG ALL MANUFACTURING. 

BUSINESS WEEK, FORTUNE AND FACTORY 
THEY ALL SAY SO, TOO / 


ANOTHER 
gut CHEMICAL ENGINEERING 
FIRST FOR ) \5 ACCUSTOMED TO FIRSTS ...AS 
THE NO. f WORKBOOK IN THE 
INDUSTRY...AS THE FIRST IN ITS 
FIELD WITH AR E-PROVED 
READERSHIP... AND AS THE FIRST 
CHOICE OF ADVERTISERS FOR 
CULTIVATING PRODUCTION’S 
BIG BUYING 
INFLUENCE 
INTHE CPI. 














SSF 
IT’S A BIG JOB %0 Scut uicuLy 
COMPETITIVE PRODUCTS LIKE VALVES TO THE 
CHEMICAL PROCESS INDUSTRIES .. AND WISE 
ADVERTISERS KNOW THEY CAN'T DO IT ALONE. 
THAT'S WHY 44 LEADERS PLACED 260 PAGES 
OF VALVE ADS INC.E. LAST YEAR... MORE THAN 
ANY OTHER PROCESS PUBLICATION. 


‘len 


| A McGraw-Hill Publication 


330 West 42nd. Street, New York 18, N.Y, 
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Manufacturers forecast on export 


ntinued trom page 





4. About one of every three ex- 
ecutives in the drug and chemical 
field puts over 10°. of his company’s 
total exports sales into overseas ad- 
This is far ahead of the 
(5%), machinery 
consumer 


vertising. 
auto field ratio 
(4%,) and other 
(4%) Around two-thirds of the 
advertisers in three 
groups put 2°, or less of their total 
sales abroad into foreign advertis- 
ing 

The complete questions and tab- 
ulated answers (figures for machin- 
ery and tools, major industrial field, 
are set in bold face) are: 


goods 


these last 


1. How do you think the volume 
of export advertising in general 
during 1952 will compare with 


1951? 
1952 1951 1950 


Survey Survey Survey 


2. How will the volume of your 
own export advertising during 


1952 compare with 1951? 
1952 1951 1950 
Survey Survey Survey 


2a. 1952 survey, cross tabulated 
by industrial groups. 


Total 
Response 
Drugs & 
Chemicals 
Autos & 
Auto Equip. 
Machinery 

& Tools 
Other Con 
sumer Goods 


wn 
x 
y 
~ 
[) 
i=) 
co 
o 
n 


(Base) 
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3. About what percentage of 
your company’s total sales are 


accounted for by export sales? 
1952 1951 1950 
Survey Survey Survey 


3a. 1952 survey, cross-tabulated 
by industrial groups. 


achinery 
Tools 


rugs & 
hemicals 
sumer Goods 


Total 
Response 
Autos & 
Auto Equip. 
Other Con- 


(Base) 


a 
S 
ey 
= 


4. What percentage does your 
export advertising represent of 
your total export sales—approx- 


imately? 
1952 1951 1950 
Survey Survey Survey 


4a. 1952 survey cross-tabulated 
by industrial groups. 


Total 
© Response 
Drugs & 
Chemicals 
Autos & 
Auto Equip. 
achinery 
Other Con- 
sumer Goods 


(Base) 


a) 
pe 
2R= 
a 

te 


5. How does this share compare 
with the percentage of domestic 
advertising to total domestic 


sales of your company? 
1952 1951 1950 
Survey Survey Survey 


Sa. 1952 survey response by in- 
dustrial groups. 


3 
° 


Response 

Drugs & 

Chemicals 

Autos & 

Auto Equip. 
achinery 

Other Con- 

| sumer Goods 


(Base) (147) 

Greate 12 

Same 34 
54 


eo 
Se 
nN 


Son 
ho) 


42 


100 100 100 


6. How does your foreign sales 
volume for 1951 compare with 
1950 (including foreign subsid- 


iaries)? 


1952 1951 
Survey Survey 


18 “7 
le l€ 
100 100 


asked in 1950 


If greater, how much so? (1952 
survey, cross-tabulated by in- 
dustrial group) . 


Drugs & 
Chemicals 
Autos & 
Auto Equip. 
@ | Machinery 
=| & Tools 
Other Con- 
sumer Groups 


as 
s 
& 
dang 


Sex 
PS 
>ass 
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7. What media do you use in 


export advertising? 
% Mentioning Each Medium 
1952 1951 1950 
Survey Survey Survey 
17 ] we 

{ 20 14 

53 38 

38 


8 


8. Who is responsible for the 
direction of your export adver- 


tising? 
1952 1951 1950 
Survey Survey Survey 





USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


Up goes output by 40%. Power system 
modernization and additional kiln capacity for 
Oklahoma’s Dewey Portland Cement are helping 
meet construction needs of the continuing indus- 
trial expansion in the South and Southwest. 
Never have cement and other materials for heavy 
building been in greater demand in this booming 
region. 

Typifying this market’s current development 
and harbinger of even greater things to come 
are vast atomic energy projects and headlong 

growth of the nationally vital petro-chemical in- 
dustries. 

New plants and additions of significant propor- 

tions totalled over 2,000 in the South and South- 
west during 1951. 


All reliable indicators point to 1952 as one of 


this region’s most profitable years for manufac- 
turers of equipment and supplies for industry 
and power. 

SOUTHERN Power AND INDUSTRY is edited ex- 
pressly for this fastest-growing industrial mar- 
ket. It puts advertising in touch with millions 
of dollars of Southern and Southwestern buying 
power unreached by national power and indus- 
trial publications. Write for the facts. You 
will want to schedule extra space for SPI 
throughout 1952. 


Southern Power and Industry 


806 Peachtree St., N. E. Atlanta 5, Georgia 
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8a. 1952 survey, cross-tabulated 
by industrial groups. 


Drugs & 

@ Chemicals 
Autos & 
Auto Equip 
Other Con 
sumer Goods 


nN 
~ 
=~ 
s 


= Total 
©& Replies 


9. Do you engage in any market 


or consumer research overseas? 


1952 1951 1959 
Survey Survey Survey 


4 49 


If so, what sources do you main- 
ly use? 


wn reseqd 


10. Please indicate the nature 


of your business. 


1952 1951 1950 
Survey Survey Survey 


11. What is your own position 
or title? 
1952 1951 


Survey Survey 
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12. In which countries or areas 
ere the bulk of your sales 


made? 


Summary of Mentions 
1952 1951 1950 
Survey Survey Survey 

48% 98 


mentions by 
in 1952 sur- 


12a. Summary of 
industrial groups 
vey. 


= Total 

© Replies 

Ss Drugs & 

~ | Chemicals 

8 Autos & 

= Auto Equip. 

@ Machinery 

= & Tools 
Other Con- 
sumer Goods 


Average for all respondents 


1952 1951 1950 
Survey Survey Survey 


13. Finally, would you care to 
indicate what you consider to 
be the attitude of your manage- 
ment towards continuing and 
greater foreign sales activity by 
your firm? 


1952 1951 1950 
Survey Survey Survey 


14. Has this attitude become 
more, or less, favorable during 


the past year? 
1952 1951 
Survey Survey 


8 


c r 


Response by regions of the U.S. 


1952 1951 1950 

Survey Survey Survey 
22° 

12 

45 





George Welp, ad manager, 
Interchemical Corp., dies at 61 


. George L. Welp, 61, 
promotion 


® BROOKLYN . 
advertising and sales 
manager, Interchemical Corp., New 
York, died after a month’s illness 
Nov. 29 at the Long Island College 
Hospital. 

An outstanding lecturer on color, 
advertising and printing, Mr. Welp 
assisted in preparing a book, “Three 
Monographs on Color” and was au- 
thor of “Color in Use,” both still 
considered basic texts of the field. 

Mr. Welp started his career as an 
artist at Collier’s. In 1919 he joined 
the Blackman Co., now the Comp- 
ton Advertising Agency, where he 
served for 10 years as art director. 
After operating his own creative 
service for several years, he joined 
Interchemical in 1933 and was ap- 
pointed director of the company’s 
advertising in 1936. 


A New Marketing Research Company . . 
Elrick, Lavidge & C has been f ad 


B. P. Mast, Jr. . . 





What Radio-Electronic Engineers 
use for Product Reference 


Over 700 page; 
Weighs 3 1 Ibs. 


Distribution: 

The IRE DIRECTORY is an annual 
issued to all IRE Members above student 
grade. 20,420 guaranteed. Distributor 
and Purchasing Agent edition is 1500. 
A balance to serve new members brings 
the total to 23,000. 

The qualifications of IRE Members 
insures you that these men are active 
engineers, approved by experience, edu- 
cation, and occupation before they can 
be members. High dues and the tech- 
nical nature of “Proceedings of the 
I.R.E” safeguard the quality of this 
“key-men-of-an-industry” list, insuring 
you a buying audience. 


2 


\ Z 4 


Electronic Facts Fast! 

The Engineer knows how to use a 
reference book. He wants his facts, 
right and fast! Fundamental classifi- 
cations save him the time of useless 
duplication of listings typical of “ter- 
minology listings” directories. The IRE 
DIRECTORY of firms and of products is 
written the way an engineer wants it! 

In this directory, a comprehensive 
picture of the firm and what it makes 
is given by 76 basic product classes, 
code amplified to specify 353 products 
and services. Simple, clean-cut product 
grouping “by use” speeds “look-up time”. 
Bold-faced type and skillful cross-refer- 
ence to the ad itself gives advertisers 
the chance to tell their own story in full. 


& 

Pre-Specification Selling — 

is soundly promoted by advertising where 
the buyer looks for information. Adver- 
tising in “Proceedings of the I.R.E.” 
is what we call “product promotion” but 
the IRE DIRECTORY is “product refer- 
ence” and is fundamental or basic to any 
campaign. Always make it easy for the 
buyer to find your firm and product and 
you have bought business insurance. The 
IRE Engineer “sets-the-specs” and an 
ad in his own personal directory will be 
used exactly when, and as often as he 
needs such product information. Thus, 
you sell, when he wants data. 


A 


3 Directories in 1: 

Nothing in the radio-electronic indus- 
try matches the completeness of service 
and usefulness of the IRE DIRECTORY. 
It lists 20,420 IRE members both alpha- 
betically and geographically, with data 
on each member. It provides much 
Institute information on men, commit- 
tees and activities. 

The Directory of Firms gives names, 
addresses and code to all electronic prod- 
ucts of 3000 organizations, a very com- 
plete picture of each firm’s part in this 
industry. 

The Product Index shows each firm, 
its state and sub-classification for the 
76 basic classifications. Here the adver- 
tiser is shown in bold with full address 
and cross reference. The less-than-page 
ad units face these listings. In fact, all 
advertising faces listings of related 
value except spreads and catalog inserts. 


Expert Compilation — 

is a necessary requisite of an engineer’s 
own directory. The year-round research 
of Frank MacAloon, transferred to a 
5000 card master wheeldex; and Miss 
Florence Decidue’s accurate IBM tabula- 
tions, keep our listings up-to-the-minute 
by the combination of skill and modern 
methods. 


Catalog Section — 

is a most useful, well used, and econ- 
omical service of the IRE DIRECTORY. 
Preprinted inserts supplied by the adver- 
tiser (standard 8%” x 11” catalog page) 
will be bound in complete for $300 for 
4 pages, $540 for 8 pages. This cost is 
competitive to postage and addressing. 
It provides complete coverage, perma- 
nent filing in an accessible book, and 
maximum reference value. The IRE 
DIRECTORY is annually in 
September, and closes June 30th. It is 
part of the IRE “balanced promotion 
package”. 


issued 


A a 
THE 1951 IRE DIRECTORY of 


The Institute of Radio Engineers, Ine. 


(by © 1951 IRE Advertising Dept., 303 West 42nd St., New York 18, N. Y. 
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editorial 


Author's index 





Brown, Michael A., Jr., sales promotion 
manager. Libbey- Owens: Ford Glass Co. 
Trailer Truck Beats Libbey’s Sy al Sa 
bler ct., p. 36 
Campbell. Tom, editor, “Iron Age.” 


Carr, John I., public relations department. 
Owens-Illinois Glass Co. Fires and Foot 
Teams Promote New Insulating Ma 


n rT 


Copp. William C., exhibits manager, In- 
stitute of Radio Engineers. Why Aud 

Trade Show Attendance Nov., | 

Dick, Robert F., assistant to vice- poonidont, 
itincis Tool Works. How to Pay Salesmer 


Dix, Arthur H.. 
Conover-Mast 


vice-president of research, 
Publications. Ma 
tires Won't Pull Unless Y 


ind Flatter, De p. 3€ 


Fox. Willard M., director of market re 
search, Remington Rand Inc.: 


for Keeping 


xt} ept 
h t 


Garber, C. W.. Jr.. research dizector, ee 
ae Agency. Market 


; WI ; 
ith Nothing 


Green, Ernest S., 


BA 
¢ 


index 
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Gregg. Arthur N., editor. “New Equipment 
Digest.” How xet Publicity for Your 
New Industrial Products, Oct., p. 124 


Heath, Darwin W., research disector, John 
Falkner Arndt & Co. Market rch 


x 
saves Ad 


Hopp. F. A.. Phot 


Joyce, W. J., Jr.. director of 


ae a Co. Eleven 


research, 


x 
New A 


Kirchhofer, Karl F., 
Makes Sales ils Mor 


: 


La Bonte, Richard H., editor, “Food Pack- 


er.” An Fditor Looks at Your News Re 


ease 36 


Marsteller, William A., president, Mar- 


steller Co.: 


iget iime 


Mead, Fergus, vice-president, The Buchen 
Co. S eastinine: Ra sahir, R 

H Make 
Putnam, Borden. 


partner, 
Co. rtising [ 


J. K. Lasser & 


Industrial Marketing offers 
an index of editorial contents 
for the past six months. 

The index is published every 


January and July. 


Fancy?, Nov., p. 70. 


Sargent, J. R., partner, Cresap, McCormick 
& Paget. Your What to 
Know About It, Aug., p. 60. 


vompetition 


Sawyer, Howard G.. vice-president, James 
Thomas Chirurg Co.: 


Schultz, R. S., director, Industrial Relations 
Methods. Y: 


An Interview Technique 
A Techniq 


Salesmen Faster 
Dec., p. 42. 


an Hire 


Smith, J. S.. advertising manager, appara- 
tus division, General Electric Co. GE Dis 
ay Train Gets Results from Very Special 


x 


idience, Dec., p. 40. 


Smith, Harry W.., Jr., president, Harry W. 
Smith, Inc. 
ity, July, p. 38 


How to Administer Industrial 


Starch, Daniel E., Daniel Starch & Staff: 
acted More Readers? 
p. 116; 
p. 58. 
Venezian, A. R., McGraw-Hill Publishing 
Co. 1951 Business Paper Ad Volume t 


Reach All-Time Peak, Sept., p. 33. 


Which Ad 


Wedereit. Gene, director of advertising, 
Tube Turns. How to Build an Industrial 
‘atalog, July, p. 34 

Welch, Edward M., manager. water treat- 
ment sales, Dearborn Chemical Co. Dear 


sustomers Come for 





Article index by subject 





Advertising 


pecan _ tadusttal Advertiser 
$150,000, by Bob Aitchison. | 


Advertising Read 
to Make It Work. by Fercu 


resident, The Bucher 
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17 oo to a with It. 


Marste president, Mar 


Budget Time . . 
1951 Business Paper Ad Volume to won 


All-Time Peak, by A. R. Venezian 


Catalog Charges Raised re Under wow 


wi 


Postal Rates. 


Cheap Advertising Dollars . . Fact or 


Fancy?. by Borden Pu 
I r 10. 

Say It Pays to Ad- 
vertise, Cite Results Tor 
fetus. Dec. 0. 38 





Cc y Pr 
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Management 


Cover Stories: 


Insurance 


120. 


Gets Rewards 











WHO PAYS FOR 


WELL who does pay for advertising? You 


think you pay for your advertising —but do 


you? Here ts a solution to the ever recurring 
question put in fictional form. 


In a certain territory there were three manu- 
facturers of mouse traps, none of them adver- 
tising. The traps cost 15¢ to manufacture. 
Competition set the price at 20¢ to the dealer 
who sold them for 30¢. One day one manufac- 
turer decided to advertise and he kept it up 
for a year before 4 ce results began to 
show. The first year his competitors laughed at 
him. During the second year trap sales grew to 
a point where he had to increase production. 
Brand name was becoming established. He was 
able to install new machinery and cut produc- 
tion costs to 9¢ per trap and the dealer cut 
his price from 30¢ to 25¢. Manufacturing pro- 
fits went up to 50% from 33%% and the dealer 
made 66%% instead of 50%. The other two 


ADVERTISING? * 


firms found they couldn't compete and went 
out of business. 


Now, who paid for the advertising ? 


Ic couldn't be the manufacturer—he increased 
profits and cut costs. 


It couldn't be the dealer—he did likewise. 
It wasn’t the consumer—he bought the traps 
for less. 


The answer lies in a combination of two things. 
The two manufacturers who didn’t advertise 
paid for it and economies made possible by 
increased production paid for it! 

That somebody has to pay for advertising is a 
hard, cold fact, yet it is one of the most mis- 
leading facts in business. Advertising is a factor 
in distribution and is paid for through the 
increase in distribution and the savings the 
increase makes possible. 


* Condensed from VIM, Canada Cycle and Motor Co., Weston, Ontario, Canada 


One other thing —It takes the right experience 
and practical ability to do an effective job with 
industrial advertising. Russell T. Gray, Inc., 
with over thirty years experience can help you. 


on ee 


RUSSELL T. GRAY, INC. 


205 West Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 


* 
ADVERTISING TO BUSINESS. INDUSTRY AND AGRICULTURE SINCE (917 
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Dramatic Publicity, Scholarly Ads Sell In 
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Editorially Speaking: 


“Get Tough” penal Nets sme 000 “ape 
Mail Sales, by Mer { 
Graph Proves Quality .. Goes with Pack- 
age .. as Ads Tell the Story. 4 
How 20 Advertisers Use Color Inserts in 
Business Papers, ! 

How to Approach Management for Ad 
Budget Approval, Aug., p. 64 

Industrial Ad en _ S188 Pay 
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Industry Executives Disagree on a 
Ad Funds Managemer 

Should Advertisers 
Campaigns Each Year? 


Industrial Change 
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ence to Advertising, te 
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From Washington: 
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Advertising copy. 
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Copy Chasers: 
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Copy .. 


Plain or Fancy?, 


Dramatic Publicity, Scholarly Ads Sell In- 
struments, Nov., p. 4 


How to Build an Industrial Catalog, by 
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How to Use Starch Readership Reports, by 
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+4 
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Market Research? Humbug!, by 


Market Research Now . . With Nothing to 
Sell?, by C. W urber, Jr., research 


Ten Steps in Planning a Casts Rasoanch 


» 


Department, 


Trends: 


When rene’ You Switch from List to Net 


Marst 


Prices?, 


ifnvetelian (2 Ena np. Sf 


. What to Know About 


M 


Your Competition . 


Publicity, public 
& employe relations 


An Editor Looks at Your News Releases, 


1 Pack 


Columbian Uses Ad ener to Aid in 
Flood Recovery, Merle 


Do’s and Don'ts of Industrial Publicity, by 


Dramatic Publicity, Scholasty Ads Sell In- 
struments, Nov., p. 4( 


Employe Communications . . Public Rela- 
Pav, . 


tions, by Robert Newcomb & Marg Sam 








How Much Has the Metalworking Market 
Changed in the Last Three Years ? 


Every market presents a moving target to the adver- 
tiser. New plants are built... old plants grow and 
change their operations and products ... new men are 
always coming onto the scene to run the plants and 
make the buying decisions. 


But knowing that we face a moving target isn’t enough. 
Unless we have some idea how fast it is moving, we may 
miss it by a mile. 


How fast has America’s largest industrial target—the 
giant metalworking industry—been moving during 
these recent hectic years? Two studies of Erie, Penn- 
sylvania—one made three years ago and one just com- 
pleted—shed some light on this problem. In August, 
1948, Dun and Bradstreet interviewed the operating 
heads of every metalworking plant in Erie which 
employed 50 or more... the plants which accounted 
for over 96% of the city’s metalworking production. 
They gathered a vast amount of data on plant capacity, 
employment, operations, products, personnel, sales, etc. 
Here are a few of the changes they found when they 
went back last fall, just three years later: 


©OOOOO 


There are five new worthwhile sales targets which 
didn’t exist in 1948. Four of these are plants which have 
grown past the 50 employee mark ... and there is one 
new plant which was constructed since the previous 
study was made. 


But that’s only part of the story... nearly every plant 
has increased its capacity. The plants which appeared 
in both the old and new studies report average increases 
in capacity of 34.2%. 

The target in Erie is considerably bigger than it was in 
1948. It calls for a bigger selling effort. But whom must 
we sell? Has there been much of a change in the men who 
run the metalworking plants? Here is the answer: 





26 companies reported no significant changes among 
the executives responsible for management, production, 
engineering and purchasing functions. 


Gy Pe 


34 companies reported that new men now occupy one 
or more of these key positions. 


$ og 


In just three years, 56% of the metalworking buying 
teams of Erie have undergone changes. Every one of 
these new teams may present a new selling problem, 
because the new members may not know about your 
company and your products. 


Perhaps the most startling comparison to be found in 
the Erie study is in the sales figures. Average sales for 
the companies which answered this question were 
$2,147,000 in 1947... but in 1950 the average soared 
to $3,167,000... an increase of 47.5%. 


iY 


My 
NN 
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What has happened in Erie is just one example of what 
is happening throughout Metalworking America. The 


WA 


target is moving a great deal faster than most of us 
realize. Merely maintaining position in this largest of 
all industrial markets is a big job. To move ahead of 
competition will require a bigger and better job than 
ever. Your publication advertising can play an impor- 
tant role in getting your story across where it counts . . . 
because your better metalworking magazines learned 
some time ago that the only sure way to hit a moving 
target is to keep moving with it. 


If you would like to know more about the Erie Studies, 
please write us. We'll be glad to see that the complete 
report is made available to you. 


m1 PENTON Sonn 


PENTON BUILDING e CLEVELAND 13, OHIO 
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Editorially Speaking: 


GE Display Train Gets Results from ried 
— Audience, idver 


How to Administer Industrial Publicity, by 


How to Get nae induatstel Product we 
— y Arth ¥. Gregg 1 A 


How to Promote the Nation’s Urgent Scrap 
Steel Drive. 4 


Twenty Points for Top Executives, 


What Teachers Want from Industry. 


* 


Sales, sales promotion 


Advance Planning’ Makes Sales Calls 
More Productive, I I fer 
Convertibles, Free Drinks Help Abstinent 
P&S Sell to Distributors, 


Crane Sells 10,000 — Dealers on 
Modernization, 


Dearborn Gets an xe v6 


Customers Come 
for Miles. A 


Do Distributors and Dealers Need More 
Selling Helps? M ment | 
Fires and Football Teams Promote New 
Insulating Material, 


Four Reasons for Keeping mee! Sales 
Force at ~~ sarge y WV ind M. Fox 


From Washington: 
= Seiten 


her 
ne 


“Get Tough” Policy Nets $275, oe Direct 
ge Sales, 
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How 15 Companies Dotennine Sales ‘ Ter- 


MA 


ritories, by William A. Marstel 


er, presi 


How to Pay Salesmen in Today's Changed 
Conditions, by Rot F. Dick, assistant t 
t Works 


Mail Questionnaires Won't Pull Unless 
You Tell, Sell and Flatter, by Arthur H 
Jobber Contest Gets a 
Inquiries, Sales, by Merle Kingman 


Mechanic, 


Models, Meetings and Photo Art Promote 
Refining Processes, by Bob Aitchison. Oct 
Sales ees Combat oo Cost Per 
Sales om William A. Marstelle res 

peed 18 


Sales Promotion Ideas: 


an 


Seven Ways to rym Your Mailing 
Lists, by Willard M. Fox, director of mar 


Trailer Truck Beats Libbey’s Special Sales 


Problem, by Michae! 


motion manager Libbey 


wn, Jr., sales 
Ywens-Ford 
p. 3¢ 
2,001 Sales Promotion Ideas Push Plumb- 
ing. Heating, by Bob Aitchison. Sept., 5 


2" 


You Can Hire Salesmen web . An Inter- 
view Technique. asd R 


industria 

* 

Shows, exhibits 

Department Store Techniques Pace Indus- 


trial Exhibiting, Oct., p. 64 
Editorially Speaking: Trade Show Audits 
Are Coming, Aug,., p. 72. 

GE Display Train Gets Results from Very 
Special Audience, by |. S 


tising manager, 


Smith, adver 


apparatus division, Gen 


Industrial Shows: Aug 
150; Oct., p. 174; Nov., 
114 


Mini fe) +3 oo 
P 





t es Buy- 
ers at Annual Metal Show, Nov., p. 38. 


22 Ways to Make Trade Show Exhibiting 
Easier, Dec., p. 46. 


Why Audit Trade Show Attendance?, by 
William C. Copp, exhibits manager, In 
stitute of Radio Engineers. Nov., p. 100 


* 


NIAA conference reports 
Do’s and Don'ts of Industrial Publicity, by 


Tom Campbell, editor, “Iron Age.” July 


a 
39 


How to Administer Industrial Publicity, by 
Harry W Harry W 


Smith, Inc. July, p. 38 


Smith, Jr., president, 


How to Use Starch Readership Reports, by 
Howard G. Sawyer, vice-president, James 
Thomas Chirurg C July, p. 44. 

Starch Tells You How to Illustrate Ads, 
Sawyer, vice-president 
James Thomas Chirurg Co. Aug., p. 42. 

. What to Know About 


Cresap, Mc 


Howard G. 


Your Competitian P 
It, by J. R. Sargent, partner 


salad: Saat Aug., p. 60. 





Departments 

Advertising Volume in Business Papers, 

uly, p. 86; Aug., p. 94; Sept., p. 62; Oct 
6; Nov., p. 52; Dec., p. 84 

Canadian Advertising Volume. 

Books for Marketing Men, Se 


F 1/3 


Copy Chasers, 





TYPE TALKS BY LINOTYPE 


COPY FITTING 


Which comes first—the copy 
or the layout? 

Hmmm. Some say the copywriter 
should do his stint, then let the lay- 
out artist pick up from there. Others 
contend that the artist should de- 
termine the copy areas, and the 
copywriter tailor his copy to fit. 
Whichever side of this fence you're 
on, one thing sure... 


It’s got to fit! 

However well an 
catalog, brochure or mailing piece is 
written or designed, the copy must 
fit before the job can be printed. 


advertisement, 


“You mean, Miss Wyndie, that 
this is the copy for our new 
rateholder?”’ 


Then too, you save time and money 
if the copy fits the layout the first 
time around, for there will be far 
fewer charges for author's altera- 
tions, hurried filling of blank space, 
or chopping of overruns. But how 
can you be sure that the copy is go- 
ing to fit when it’s set in type? 


Everyone an expert... 


It just so happens that we have a 


a splene 


booklet, called “Copy Fitting; that 
will save you hours of figuring and 
hit-and-miss guesswork. It’s a really 
simple, easy-to-use system that’s 
come from our 65 years of daily con- 
tact with the problem of copy fitting. 
Suppose you have your typew ritten 
copy ready. Using the Linotype 
method you can choose any of over 
200 Linotype faces, from 5-point 


“This reminds me of trying to 
fit copy without the help of a 
Linotype Copy-Fitting Booklet’’ 


Corona to 36-point Memphis Light, 
and determine how many lines of 
any width there will be, and the ver- 
tical space required. 

On the other hand, the copy space 
might already have been deter- 
mined. Then the booklet wil] tell 
you how much copy to write and 
how many characters you can put in 
each line... depending on the type 
face you're using. 

This pocket-size booklet contains ex- 
amples of every problem involving 
copy fitting, as well as tables giving 
alphabet lengths and characters by 
picas of all these Linotype faces. 
There's even a built-in pica rule. 


did advertising type face 


To choose your type face: 
We have another helpful booklet, “A 
Handy Digest of Today’s Most Pop- 
ular Body Faces; that gives you a lot 
of type information, and is a prac- 
tical means of comparing fifteen of 
Linotype’s most popular text faces. 
It’s a perfect companion to “Copy 
Fitting? With these two booklets, 
you can choose an appropriate type 
face, and quickly figure out how 
much space it will take. Or you can 
select the face that looks best in the 
space you have to work with. 


Want free copies? 

We'll be glad to send you free copies 
of both these handy booklets. Just 
fill out the coupon below. Mergen- 
thaler Linotype Company, 29 Ryer- 
son Street, Brooklyn 5, New York. 


Dept. 12 

Mergenthaler Linotype Company 
29 Ryerson Street 

Brooklyn 5, New York 

Please send me my free copies of 
“Copy Fitting” and the “Handy 
Digest of Today’s Most Popular 
Body Faces” 


Name 
Title 
Company 


Address 
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HOLY SMOKE 











In one short year America's 24 mil- 
lion cows produce enough milk to 
form a river 3 feet deep and 40 feet 
wide, extending from San Francisco 


to New York ... Some 120 Billion 


pounds of milk. 


THE MARKET— 
MILK, ar 
for son Billion of our national economy 
approximately 120 nds of fluid 
¢ i 1 ! Stutes eact 
a mountain of 
red to keep this 
ng smoothly 
Y 
pe ed anr 
} 


OUR share of the more than $400 Million ex 
end 1ally for these supplies depends large 
thod of approach to this vast market 


WHO READS MILK PLANT MONTHLY... 


Owners and Key Men all through the industry 
wvidly read each issue of MILK PLANT 
MONTHLY for its up-to-the-minute news . . 
I articles om new products, developments, 
patents and better methods in processing milk. 
Thousands of requests for technical data and 
bstracts bear mute evidence that MILK PLANT 
MONTHLY has been a valuable tool in daily 
se by the head men of the milk processing in 
y since 1912 


lust 


NO WASTED CIRCULATION— 


Sold strictly on its merits, MILK PLANT 

MONTHLY never offers any premiums, com 
binatior ther loading of subscription | 

circulation n- 

concentrated in the 

Milk Processing In 

audited for your protection 

Your advertising message reaches the cream of 

the buying power of this huge market . Proof 

of this fact is the 68.22% of Paid renewal sub- 

scriptions. Truly, MILK PLANT MONTHLY 

< Open Gateway to successfully selling the 

Milk Processing Industry at the lowest actual 


Vrite today for detailed A.B.C. Information 


A.B.C. Audited Since 1929 


Milk Plant Monthly 


327 South LaSalle Street 
Chicago 4, Illinois 
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Cover Picture, 


Editorial Index, July 
Editorially Speaking, | 


é p. 69 


t 


Employe Communications . 
tions, July, p. 114; Aug 


4 as a N 
+ y IN 


Sept., 5 


From Washington, | 


Industrial Shows, 


4 


Which ad 


attracted 


more readers? 


® THE AD with the blackboard list 
of instructions on file maintenance 
attracted more readers. 

The ad appeared to have several 
advantages. The list was in the 
form of “do’s” and “don'ts,” a tech- 
nique with strong appeal. The list 
was specific, simple, convincing. 
Also, the cartoon style in this ad 
has been used by Nicholson for 
some time . . a recognition and con- 


Pop’s (Education) 


Seen- 


Noted Assoc. 


. Public Rela- 


New Data on Media, Aug., ; 
- 969. Cie wo 184, Of p. ] 


A 04; 


NIAA News, 


} 
oer k 119 





Sales Promotion Ideas, July 


70; Oct., 


Below is 
the answer 
to the problem 


on page 56 


tinuity factor that might have 
helped readership. 

The ad with the humorous car- 
toon of the cannibals had run pre- 
viously in The Saturday Evening 
Post and was included in Machinery 
paper “follow 


as a business 


through.” 


The scores, as reported by Daniel 
Starch & Staff, New York: 


Cannibals (Humor) 


Seen- Read 


Noted Assoc. Most 








rw) Noted denotes the percentage of 
readers who, when interviewed, said they 

seen an ad—whether 
associated the ad with the 


juct or advertiser 


1S) Seen-Associated denotes the per 
cent of readers who said they remembered 
seeing the ad and associated it with the 


advertiser 


'R) Read Most denotes the per c 


45% 


13 
i 





readers who read 50% or more of the 


Cost Ratio tells the relationship between 
the cost per hundred readers (who “noted,” 
for example) for a specific ad and the 
corresponding median average cost for 
all the ads in the same issue. A “Noted” 
cost ratio of 175, for example, would mean 
that the ad “stopped” 75% more readers 
per dollar than par for the issue, par being 
100 and representing the median average 
st. Thus a cost above 100 is above 
iverage; below 100 ts below average. 





Analytical and Control Instruments 


Set the Pace of the Chemical World! 


Here’s what's happened at Monsanto 


Here’s Gaston F. DuBois, now a 
world famous consultant, when he 
was Monsanto’s Production Man- 
ager. He’s in the analytical labora- 
tory of the company’s John F. 
Queeny plant, checking the quality 
of a batch of product . . . for quality 
control has always been the key to 
commercial production. 





Here is a corner of today’s analytical and con- Professional chemists, engineers and 


trol laboratory in the same plant. Modern Ae 
, : physicists are the men who buy and 
equipment such as the combustion analysis 


apparatus, capacitance bridge and megohm specify these instruments, and apply 
bridge, spectrophotometer, and polarograph, them to industrial operations. And 
now play an indispensable part in maintain- ANALYTICAL CHEMISTRY is their 


ing levels of product quality and output never 
before attainable. 


ANA 


only workmagazine. 


LYTICAL 
fe 


BERRA Le TDW 
oe (EEE | 


ao Gi a2Vs oo wy, 


The W orkmagazine for Instrumentation, Control and Analysis 





BL 
An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINIIOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 36, N. Y. 
CHICAGO * CLEVELAND © SAN FRANCISCO © LOS ANGELES © SEATTLE 
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call 


and prospects throughout 


Latin America’s enormous 


Textile industry: - - 


is the SERVICE 
performed by 


TEXTILES 
PANAMERICANOS 


every 
month /¢2 


Si ae ed f 


Here, in 
clear, simple 
idiomatic 
Spanish . . 


en month-by-month reports of 

rv, dyestuffs and 

exporters present 

ring times of ma 

nsure that the 
| 


ition s Kept 


e tha 1 en in Mexico 
( 1, Central and South America 
read TEXTILES PANAMERI 
CANOS as a le to what is new 
in North America and who makes it 


For complet details about this 
productive business journal 


write: 


YEMILES 


PANAMERICAN PUBLISHING COMPANY, inc. 
570 7th AVENUE, NEW YORK 18, N.Y. 


114 / incu trial Marketing 


industrial! shows 


January / 1952 


7-10..Na 


na 


flome Buil 


Stevens H 


sale 


te: Le 
e: Me 


February 


Trade Show, 


iory, Lewiston 


1 Association of 
jers, Congress & 
tels, Chicago. 


Dry Goods In 


srchandise Exposi 


New Yorker, New 


13-15... ton Resea 


18-21..A 





ye 


. American Society of Tool En- 
gineers, International Am 
phitheater, Chicago. 


.Chicago International Trade 
Fair, Navy Pier. 


Atlantic 


. American Society of Lubrica- 
tion Engineers, Statler Hotel, 
Cleveland. 


.Knitting & Allied Crafts Ex- 
position, Grand Central Pal- 
ace, New York. 


- National Knitted Outerwear 
Association, Waldorf-Astoria 
Hotel, New York. 


. National Office Furniture As- 
sociation, Haddon Hall, At- 
lantic City, N.J. 


-National Association of Ho- 
siery Manufacturers and Ho- 
siery Industry Conference, 
Claridge Hotel, Atlantic City, 
NJ. 


. American Foundrymen’s So 
ciety Annual Meeting, Atlan 
tic City, N. J. 


.4th International Lighting Ex 
position & Conference, Cleve- 
land Auditorium, Cleveland. 


.» Third Annual Convention of 
National Cotton Manufactur- 
ers Institute, Haddon Hall 
Hotel, Atlantic City, N. J. 


. American Society for Quality 
Control, Onondaga County 
War Memorial, Syracuse 
N. Y. 


American Society for Testing 
faterials, Statler Hotel, New 
York. 


September 


8-12..American Dental Associa- 
tion, St. Louis, Mo. 


15-18. . Ame 


Association 
Engineers 
‘leveland. 





"HOSPITAL MANAGEMENT AIDS 
MATERIALLY IN KEEPING PERSONNEL 
ADVISED ON CURRENT TRENDS” 


Lo 


LEO M. LYONS 
Director 
ST. LUKE’S HOSPITAL 


Chicago 


Sr : 
LUKE's Hospry ul 


HO -teay 
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WRITE TODAY for 


e 
Hospita ; rn nt Sur : 
a nt uP ceution! Bas ng Study 4-Wir 
Management 200 EAST ILLINOIS STREET °* CHICAGO 11, ILLINOIS 


READ MOST BY MOST HOSPITAL EXECUTIVES 
I9§ /us 





Here Your @adic Research Work 


9s Already. Done for You... 


HERE is no need to plow through 
piles of research material, waste 
precious hours trying to sift out the fun- 
damental facts you need, or lose days on 
correspondence and surveys in seeking 
to evaluate industrial and trade markets 
and their media... 
This work has already been done for 
you in INDUSTRIAL MARKETING’s 
Market Data & Directory Number. Here, 


find the facts — without frills or furbe- 
lows — on all important industrial and 
trade fields, enabling you to determine 
quickly which ones hold forth promise, 
potentials for you. And, having deter- 
mined them, you will also find most of 
the additional information, or sources, 
required for you to shape up your plans 
and put them into execution promptly, as 
the following summary of contents will 


under 85 major classifications, you will show... 


The 1952 
Edition Contains: 


1. The latest data in words, figures, and charts on sales, 
production, consumption, number and geographical dis- 
tribution of companies, buying trends — plus:g score of 
other factors significant in selling and “advertising to 85 
major classifications of industries and trades. Information 
is compiled from government agencies, trade associations, 
publications and other expert sources, with the result 
that virtually every facet of every market picture is re- 
vealed for your evaluation. 





2. Over 2,400 business papers, classified according to 
markets served, are listed with details on rates, circula- 
tions and mechanical specifications. 


3. Approximately 200 leading business magazines make 
available to you through paid space their own informa- 
tive material on markets, coverage and services. 


THE 1952 
MARKET DATA 
& DIRECTORY NUMBER 


4. Trade association names and addresses, classified ac- 
cording to markets served, are included to aid you in 
directing inquiries for special information. 


THE ONE AND ONLY 5. Market studies especially prepared by business pub- 


FACT-PACKED REFERENCE OWN _liications are digested and catalogued by markets. Copies 
will be delivered to you upon inquiry to MD&DN’s Reader 


BOTH MARKETS AND MEDIA Service Department. 
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American Artisan . < 56-57 
American Automobile, The .... 209 
American Aviation ........... oo 75, 78 
American Bottler, The wid 241 
American Builder ae 92-93 
American Ceramic Society, The . 124 
American Chemical Society .. 126-127 
American City, The .. 13, 373 
American Lumberman & Building i rod 

ucts Merchandiser . 99 


American Metal Market 
American Motel Magazine 


American Restaurant Magazine .. 423 
American Society of Heating and Ven 
tilating Engineers, The 62 
American Society of Mechanical Engi 
neers, The ~ eal 
American Society of Tool Baginers 359 
Analytical Chemistry .. . 126-127 
Annual Meat Packers Guide ...... 265 
Applied Hydraulics ine os - 20-21 
Architectural Reeord . 88-89 


A.S.M.E. Mechanical Catalog and 
Directory . ° tg 
Associated Bus iness Publica’ ions, | The 15 
Associated Construction Publications 192 
“paar Launderer & Cleaner, The 302 





Autemotive News Gavess OO 
Automotive News of the Pacifle North 
west 1 


Aviation Age 


Bacon’s Clipping Bureau . 6 
Bakers’ Helper Ken seinsoe 235 
Bedding 1408 shad eivns 66 tac 
Bituminous Roads & Streets ....186-187 


Blast Furnace and Steel Plant ..... 366 
Boat & Equipment News ace. 2 ae 
Statistics & Publishing 





rg ard Containers 

ome Digest, The 

Building Specialties 

Building Supply News 

Butane-Propane News ve 

Buttenheim-Dix Publis h ing Corp P 
igs edunesaee 373, 427 

Butter, Cheese and "Milk P od its 
Journal, The ....:.00. 251 


Caminos Y Calles ............186 187 
Candy Industry .....+ee+eeeee> 24, 26 
Canner, The ....- oh 
Catholic Building and "Maint nance 
Catalogo Consolidado ... 18 
Ceramie Bulletin . 
Chemical & Engineering News ..126-12 
Chemical Engineering Progress .... 12 
Chicago Thrift-Etching Corporation 
—_ Publication ......6-+0++ 85 
Civil Engineering .... +e 
Coal Age ....... Insert ‘Be tween : 
Coal-Heat .....ccceeecces eee 
Coal Mining ....ceces ; ‘ 
Commercial Fertilizer ........- 
Commercial Refrigeration 
Commercial Refrigeration 
Conditioning Marketing Handbook . 
Concrete Products ..... coeccsce 
Conover-Mast Publications ery: 
ra 77, 135, 319, Back Cover 
Cono' ver Mast Pureh vasing Directory .. 319 

















Construction Bulletin ° - 102 
Construction Digest 192, 202 
Construction Equipment 195 
Construction News Month ly 200 
Constructioneer 201 


Contractors and Engineers Monthly ‘13, 189 
Cosgrove Publishing Co. ...... 45 
Cotton Gin and Oil Mill Press, The 143 
County and Township Roads ..... 186-187 








Daily Journal of Commerce Oeeer Tee | 
Dairy Industries Catalog, The ..... 251 
Davison Publishing Co. ........+6 440 
Diesel Engines, Inc sae 159 
Diesel Progress . ae! 
Directory of Iron and ‘Steel "Plants .. 366 
Directory of Steel Processing Plants . 366 
Distribution Age .........+- 268, 336 
Dixie Contractor . sapctseccsos See 








Dodge Corporation, F. W.......... 






Abernethy Publications ..... 1 
Advertising Age ... eves. 30-38 
Aeronautical Engineering Cat ak Seen. oe 
Aeronautical Engineering Review . 79 
America Clinica .... or - 207 





Electrical Engineering i re 
Electrical Information Publications 


PE OL owen sccnsus tes 
Reeeertees Were oi sc scccccess 
ee & Mining Journal 


Foundry, The 
Foundry Atlas 
Foundry Data Book 
Foundry Data File 






Guide, eoeee 
Gussow Publications ‘ine , Don 





ecwans ncn ree, OF, 153 
Dodge Mfg. Corporation 





Domestic Engineering ... : ee : : ats "48 49 


Domestic Engineering Catalog Direc 
. 48 


tory ° ee ee 
Domestic Engineering Publications .48-49 


El Automovil Americano ... 209 
El Farmaceutico ... S6nadesnse: ae 
i POE hedsesntcnvace 207 
Electrie Light & “Power Scan ee 169 
Electrical Catalogs .......... 164-165 


Electrical Construction — and Mainte 
nance 





Electrical Gowth .....ccccceecsese 


ert Between 344-345 


Equipment, Maci inery and Accessories 


Sev eo ec teasenteesvesiac 20-21 
Equitable ‘Paper Bag Co., Ine j 25 


Factory Management and Mainte 
nance eee. ee 


Farm Equipment Retailing eo eee 223 
Farm Implement News ks aie coe, Se 
Florists’ Telegraph Delivery News . 227 
FIG veceue 20 21 





Flow Directory of } 
Food Service NewS .......ss-ee0. 
Fortnightly Telephone “agineer nan 134 





For Detailed Information on These Publications See 


the 1952 Market Data & Directory Number 











Foundry Supply House List 361 
Fritz Publications, Inc. ooo 389 
Putlel & GEG cscesccadccscca OU 


B accceeccceseces® 
soline Retailer, The .. sees 
lette Publishing Co. ....... 
dom 








Haywood Publishing Co, .169, 383, 385 
Heating & Plumbing Equipment News 59 


Heating and Ventilating ......... 59 


Heating, Piping & Air Conditioning .52-53 
Heating Ventilating Air Conditioning 











Guide ...cccccccccercevees 62 
Heavy Construction Profiled Catalogs 
sed asks Saekaun 186-187 
Heinn Company, The wee 24 
Hitchock Publishing Company 
er Insert Between ‘ , 455 
Hospital "Management +++ 282 2. 283 3, 339 
Ice Cream Review, The ........-++ 251 


Iee Cream Trade Journal, The .... 254 
Illuminating Engineering .......... 172 
Implement & Tractor occcee 
Implement Record .......+.- 225 
Industrial & Engineering Chemistry 126- aoe 
Industrial Distribution .... 

Industrial Equipment 
Industrial Heating ....... 
Industrial Laboratories 











Industrial Laboratories Publishing Co. iss 
Industrial Maintenance Publis a Co. 309 
Industrial Marketing ... x . 41-44 
Industrial Preas, The ........... 59, 357 
Industrial Publications, Inc. ....87, 95 
Industrial Publishing Co., The ....20-21 
Industry & Power .....0--.s00- 399 
Industry and Welding ...... . 20-21 
Ingenieria Internacional Constructio m. 209 
Ingenieria Internacional Industria .. 209 


Institute of Radio Engineers, Ine. .179-181 
Institute of The Aeronautical Sciences 79 
Institutions Catalog Directory .2-3, 48-49 





International Confectioner 





Jourmal ‘of Chemical Education 








Machine and Tool Blue Book 





Maclean Sete Pub lis hing Corp. 


Brgluwring & Shipping Re- 








McGraw-Hill Catalog Service 








Michigan Contract ail and Bullder 


Modern ee Shop Magazine .. 


Modern Railroads + Publishing Co. 


Satna Retail Furnit ure Association 





Motor 
Northwest Trade Publicationg 





Sao aw Put blis hing Co., 
Paper and Pulp Mill Catalogue 








Pit & Quarry . eo 218 
Pit & Quarry Handbook  aveaee oe 
Plant Engineering .. kanead @aee 
Plant Petroleum Publications ‘ 
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Plumbing & Heating Business . 64 
Pocket List of Railroad Officials, The 417 
Power . 896-397 
Power Enginevri ng 395 
Pra 1 Builder 


fa 
Precision Metal Molding 
Printing Products Corporation 
Proceedings of the LR.E 





Product Design & Development cea 151 
Progressive Architecture . cocce 91 
Public Utilities Fortnightly - 195 
Public Utilities Reports, Ine. ..... 175 
Public Works Magazine ......... . $71 
Purchasing . ° ee 4 


Railway Age . ‘ .. 418-414 
Railway Engineering & Maintenance 413-414 
Railway Equipment & Publication Co. 417 
Railway Mechanical & Electrical Engi 


OP. cccansaracensacecusen 413-414 
Railway Purchases. and Stores . ant GES 
Railway Signaling & Communications 

413-414 


Railway "Su pply Industry "Yearbook 413-414 
Reinhold Publishing ar ee ° 
126 127, 148 


Roads and Streets . ° . 186-187 
Rock Products .... os cv ccevees 112 
Rubber Age acct ewan ecuoeie 442 
Rubber Red Book Seccese cece’ OE 
Rumpf Publishing Co., The ...... 431 


School Equipment News ....... 
School Executive, The ....... 
Serew Machine Engineering estes 
Screw Machine Publishing Co. Inc., 
Shipping Management ccseees 
Signalman’s Journal, The . : 
Simmons-Boardman Publications 
° covscee 92-93 27 
Smith Publications, W.R.C 
Snips Magazines ‘ots roe 
Southern Advertising and Publishing 1 








Southern Automotive Journal . <<. oa 
Southern Banker, The .........++. 81 
Southern Building Supplies ........ 16 
Southern Canner & Packer . eee 1 
Southern Hardware ......... os 10 
Southern Jeweler Sree ieomnae 1 
Southern Power and Industry ...... 10 
Southern Printer .... 1 
Southern Pulp and Paper Manufacturer 1 
Southern Stationer and Office Outfitter 1 
Southwest Builder and Contractor .. 192 
Steel “ 365 
Steel Processing .. ‘ ce See 
Steel Publications, Ine. . ; 366 
Successful Farming . wee 215 
Sweet's Catalog Service ......97, 15% 
Technical Publishing Co. .. 821, 39% 


Telephone Engineer and Management 434 
Telephone Engineer Publishing Corp. 42 

Texas Contractor cccccones 
Textile Catalogs 

Textile Industries .. 

Textile World ° 

Textiles Panamericanos . . 
Thomas Publishing Co rer A 
Thomas’ Register eae 
Tool Engineer, The 

Trafie World ‘ eee ° 
Transportation Supply News .... 2nd 





Turrentine Publishing Co., Walter 

Utilization es cooscce S83 
Vance Publishing Co. bene ° 99 
Vend ... oe seeeee ae 


Watkins ene of the on In- 


dustry , 366 
Welding Engineer, "The oe osee 8 
Welding Journal, The -» 450 
Western Builder .......... ads: 5a0 
Western Industry . ee 
Western Construction eeee ee 191 
Wood Products .. ° wee 454 

Wood Working Digest ued wccen aoe 
Woodworkers Reporter ‘ . 453% 
World Construction eee ee 186-187 








LOOK FOR THIS EMBLEM 
in the advertisement of a business publication . . . 
MARKET DATA & DIRECTORY NUMBER, 


it means that the publication has filed, in the 
detailed facts regarding its editorial services, circula- 
tion, influence, market studies, etc., and this will be found adjacent to data on the market served. 7 Directory Number 
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1952 calendar review 





Y Mtr. D. Cal. wert 


desk. Whether it gets used through- 


decal merchandiser, says: out the year is sometimes problem- 


atical. 
SPOTLIGHT YOUR "The air lines, which classify as 


suppliers by virtue of air freight, 


BRAN D NAM E are probably the outstanding indus- 


try for use of quality art with a 


WITH PF minimum of direct sales message. 


United Airlines for the second con- 


secutive year has used 12 water 
NAMEPLATE color paintings by Millard Sheets 
on the company’s 1952 calendar. 
DECALS Artist Sheets, who has paintings in 
more than 50 leading art museums 
and educational institutions, used 
outdoor settings in the U. S. and 
Hawaii for the 12 water colors. 
The calendar arrives with an at- 
tached “ballot” upon which the re- 
cipient may check which of the 
paintings he would like to have in 
a full size print. By sending in his 
selections, he receives the prints 
without charge. The back of the 
24x16” calendar offers blurbs on the 
artist and each of the paintings. 
American Airlines and Pan Amer- 
ican World Airways have used 
Kodachromes of outdoor scenes with 
similar effect. Pan American, which 
offers prints at ten cents apiece, has 
used subdued sales messages in the 
form of historical notes about the 
company in several unobstrusive 
spots near the calendar numbers. 
OINT-OF-PURCHASE is your last Vividly-colored nameplate decals like Other companies that have done 
es to clinch the sale. And the those illustrated as well as decal val- quality jobs with art and type and 
space in your dealers’ stores is free! ances, window decals, dealer-service have eliminated sales messages ex- 
So cash in on the pulling power of decals, product decoration decals —all cept for company and product name 
your advertising program with dy- — stick to their jobs of turning impulses 
namic, attention-getting PF decals! _ into sales! 





on 1952 calendars include Proctor 
& Schwartz, Philadelphia textile 
art services consultations and estimates without obligation machinery manufacturer; Allen- 
Bradley Co., Milwaukee maker of 
PF DECALS... your last link between advertising and the sale! automatic controls: and Kimberly- 
Clark Corp., Neenah, Wis., paper 

company. 
Please send me your Dept. IM |! Proctor & Schwartz has used 
FREE BOOKLET “DECAL-WAYS TO SALES!” photographs of historic spots in Vir- 
with samples of PF decals. | | ginia. This is the second in a series 
of calendars, each devoted to the 
Name history of one state. The 1951 cal- 
e Firm endar covered Pennsylvania. Allen- 
Address ales | Bradley also is covering the nation 
als City pictorially, state by state. The 1952 
calendar is fourth in a series with 


Zone State 


each page carrying a Kodachrome 


PA iL A 2 eg ¢€ ad T a L a ee & € oS. + photograph of a dramatic landscape 


A of one of the 48 states. 
ieee. SF RSS . CE TORR Te eae Among the most artful proponents 
8 / in justrial } 








of product-related art on 1952 cal- 
endars is Caterpillar Tractor Co., 
Peoria, Ill. The company’s new 
calendar offers 12 color photographs 
of company earth movers, snow 
movers and other equipment in dra- 
matic and _ picturesque _ settings. 
Typography is top-notch and the 
advertiser lets the pictures tell al- 
most the entire sales story. At the 
bottom of each page is a quiet blurb 
in small type; headed, “Job Data,” 
explaining the Caterpillar equip- 
ment in the picture. 

A touch of personalized journal- 
ism also is used. Next a 142” square 
picture of the staff photographer 
who took the picture is a blurb tell- 
ing his name and the camera, lens, 
exposure time and kind of weather 
in which the picture was taken. W. 
K. Cox, advertising manager, ex- 
plained that so many people, includ- 
ing tractor buyers, are amateur 
camermen who not only admire 
photos but want to know how they 
were taken, that the feature was 
added this year to the Caterpillar 
calendar. The honor to the photog- 
raphers also helps create a com- 
petition among them for better pic- 
tures. 

Personalizing is used in more than 
one way among calender advertis- 
ers. For example, the Merchants 
National Bank & Trust Co., Syra- 
cuse, N. Y., which is proud of its 
collection of paintings in the bank’s 
lobby, has reproduced the paintings 
in full color on a calendar. E. 
Remvger, president, Industrial Sup- 
ply Co., Minneapolis, whose hobby 
is raising many breeds of dogs, uses 
a calendar picture of a different 
breed of dog each year as an identi- 
fying style. 

Lebanon Steel Foundry, Lebanon, 
Pa., has used good art related only 
indirectly but effectively with the 
company in its 1952 calendar. The 
calendar contains 12 pencil and wash 
drawings of historic houses in Leb- 
anon and other Pennsylvania towns. 
First drawing is of the 200-year-old 
house built by Baron Henry Stiegel, 
noted colonial iron-master and later 
acquired by Robert Coleman, an- 
other iron-master. 

Others with effective product- 
related art include Armco Drainage 
& Metal Products, Middletown, O.; 
U. S. Pipe & Foundry Co., Burling- 
ton, N. J.; and Euclid Road Ma- 


OPPORTUNITY OF THE YEAR 



































fo put your 
product story 
before the 
mechanical 
engineering 
market 


The American Society of Mechanical Engineers is the largest 
audience of engineers concerned with the mechanical in- 
dustries. 


Once a year more than 35,000 members of ASME are polled 
to sift out those with definite buying responsibilities. This is 
done by offering to send a copy of the annual ASME Mechan- 
ical Catalog and Directory to those who need it, as shown 
both by their signed requisitions and by title, nature of work, 
and interest in Product Development, Production and Mainte- 
nance. Approximately 15,000 members thus record their 
need for the catalog data and the directory of sources to 
which the catalog is devoted. 


This method of user selection results in the most concentrated 
purchasing power there is in the wide but well defined field 
of mechanized industry. 


By confining distribution to those who actually select, specify 
and buy, and by giving them nearly 700 pages of helpful 
buying information, each copy of the Catalog is consulted 
by an average of 3 to 5 users from 30 to 50 times a year. 


This buying information includes catalog data from 254 
representative suppliers, more than 3,000 product descrip- 
tions, more than 50,000 listings of over 4,500 manufacturers. 


Here is industrial marketing that is truly engineered. 


The 1953 ASME Catalog published next October closes July 
first. Right now is the time for plans and preparation. Cata- 
log data of one or more pages are accepted. However, the 
cost of additional pages comes down fast. So it is economical 
—while you have the attention of these influential mechanical 
engineers—to publish an adequate presentation of your 
products, including specification details. Talk with your ASME 
representative now. 


and Directory 


The American Society of Mechanical Engineers 
29 West 39th Street 
New York 18, N. Y. 
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GET MORE 
SALES 


from 


AMERICA’S 


MOST SALABLE 


MARKET 


The giant meat industry is America’s 
most stable and most salable market. 


It's an expanding industry. Pressure 
of rising costs, increasing production, 
and changes in merchandising are 
obligating meat plants to mechanize 
wherever possible. 


The meat industry is a huge buyer 
of hundreds of the standard items of 
plant machinery, equipment, and 
services bought by other industries. 
In addition, the meat industry uses 
highly specialized methods, opera- 
tions, and processes entirely 
different from any other industrial 
field. 


Meat industry plants are located in 
or near centers of population in 
every state. That simplifies effective 
sales coverage. 


No matter what you sell, though, 
it's important to remember that meat 
industry men show decided prefer- 
ence for products and services 
offered in terms of meat industry 
application. 


That's why successful suppliers to the 
meat industry tell their selling stories 
in The National Provisioner, the meat 
industry's magazine. 


The Provisioner's 60 years of service 
have enabled us to accumulate a 
huge file of market information. 
We can tell you about the intro- 
duction, application, and use of 
hundreds of products in the meat 
industry. 


Write for detailed information about 
the meat industry as a market for 
what you sell, and for the new bro- 
chure that's loaded with sales data 
on this most salable market. 


THE ATIONAL 


Moet 


The Meat Industry's Magazine 
15 West Huron Street 
Chicago 10, Illinois 
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Streamliners or Freight Trains? 
for railroads, most use streamliners as ar 


way, which 


chinery Co., Cleveland. Armco has 
used color photos of Armco installa- 
tions with a one-line caption iden- 
tifying the type, place and purpose 
U. S. Pipe does the same with black- 
and-white photos. Euclid again has 
used a_ six-sheet 30x17” calendar 
printed on both sides to cut costs. 
Very heavy paper adds a quality 
air to color photos of installations. 

Chain Belt Co., Milwaukee, held 
costs down by switching from four- 
color process work to Duo-tone. 
Result was savings in photographs, 
art work, plate costs and printing. 

An unusual calendar that com- 
bines novelty with utility is a week- 
ly wall calendar for Frederick Post 
Co., Chicago manufacturer of draft- 
ing supplies. Containing a page 
for every week in the year, the cal- 
endar features one strip of three- 
inch-high numbers for the days of 
the current week at the bottom of 
each page. Numbers can be seen 
across the room easily. Above the 
strip is a calendar of the current 
month flanked by the preceding and 
succeeding months. A single pic- 
ture of a child with her toys and 
the Post trade-mark fill the remain- 
der of the calendar. 

Choctaw, Inc., 
ment manufacturer, has repeated its 


Memphis equip- 


1951 calendar idea with a new illus- 
tration. The 17x22” calendar fea- 
tures a giant, four-color cartoon of 
the company’s 50 salesmen cavorting 
as Indians on a hunting ground, 
with each man identified by name. 

American Viscose Corp., New 
York, which each year conducts an 
amateur photo contest among em- 


e e Although freight is major source of revenue 


bject. Exception is Minneapolis & St. Paul 


in near grain elevator. 


ployes for the best calendar pic- 
tures, pulled 595 entries for the 1952 
calendar. Fourteen photos were 
chosen and $50 was paid for each 
transparency used. 

R. J. Henderson, vice-president, 
Brown & Bigelow, St. Paul calendar 
maker, said that custom-built cal- 
endars designed for individual cus- 
tomers are becoming more popular 
although stock calendars stiil are 
the backbone of the company’s busi- 
ness “and always will be.” B&B, 
the nation’s biggest calendar house, 
has six clients investing more than 
$100,000 each in calendars. 

Gerlach-Barklow Co., Joliet, IIl., 
calendar maker, has surveyed tastes 
among calendar users and come up 
with these conclusions: 

Continuity of theme is extremely 
valuable from year to year. 

Don’t use a picture showing a 
person in an awkward or uncom- 
fortable position (It’s too tough to 
look at for a month or a year). 

Nudes and suggestive pictures are 
duds, except among people who 
may not make good customers. 

In a booklet, summarizing survey 
findings, the company says: 

“Avoid ‘girl with dress caught in 
door,’ ‘girl climbing fence,’ ‘girl with 
hem line caught by a fishing hook,’ 
Stage scenes and normal home 
scenes are the only acceptable fig- 
ure-revealing situations . . and out- 
right nudes can damage your busi- 
ness. This sort of calendar offends 
too many people who comprise the 
backbone of any market and pleases 
only that fringe group which is in 
many respects unstable.” 





continued from page 39 





F. W. Dodge Corp. 


Thomas S. Holden, president 


® CONSTRUCTION VOLUME . . The cur- 
rent dip in construction volume is 
expected to continue through the 


first part of this year; shortages of | 


metals and government controls will 
dominate the situation. But basic 
metals production will be increasing 
and peak demands for these metals, 


brought about by industrial plant | 


expansion and military construction, 
will begin to taper. Present expec- 


tation is for an upturn in contract | 


volume in the second half of 1952. 


We estimate for the year a gen- | 


eral decline of 10% in over-all dol- 


lar volume of building and engi- | 
neering contracts, as compared with | 
1951. The following dollar volume | 
declines are anticipated: non-resi- | 
residential | 


dential building, 6%; 


building, 16%; heavy engineering | 


construction, 4%. 
Engineering News-Record 
Waldo G. Bowman, editor 


® HEAVY CONSTRUCTION . . A $12.5 
billion year is in prospect for engi- 


neering construction awards. Short- | 


ages and controls prevent work from 


going much ahead of this. Money is | 


plentiful and planned work is piling 
up, so any relief in metals bottle- 


necks could set off a quick upturn | 


in contract awarding. 


Federal ap- | 


propriations for construction are the | 
highest on record for defense con- | 
struction other than industrial 


building, both within continental 
U.S. and for air bases and other im- 


provements outside the country. | 


Private industry is building defense 


plants at the highest rate in history. | 


The backlog of construction con- 


tracts is so big that it is enough to 
keep heavy construction going for | 


five years at the current rate. 


Magazine of Building 


P. I. Prentice, editor & publisher 


® MATERIALS . 


. For 1952, as indus- | 
trial building expands and housing | 
falls only slightly below the one | 
million mark, sales of building ma- | 
terials and equipment will continue | 
to be high. Prices of building prod- | 
ucts in general will probably rise | 


you ll Want MPAs 


*Midwest Purchasing Agent magazine 
answers the same questions you'd ask 
a salesman before you hire him. See 
why MPA ranks tops in its field with 
national advertisers to industry. 


Does he know 
the market? 


Intimately! As official organ of the powerful 
Purchasing Agents’ Associations in the Mid- 
west, MPA "Knows" more than 3,800 P. A's 
in the World's richest concentration of 
industrial buying power! 


Are prospects 

glad to see him? 

And how! MPA announces Association affairs 
and activities which they need to read, also 


current news of themselves, their colleagues 
and industry which they want to read. 


Does he 

cover the ground? 

Thoroughly! 100% readership among the 
men who buy in "the heart of industrial 
America,” the greatest, diversified indus- 
trial area on earth. A fast growing, 90- 
billion-dollar market! 


ke WADW EST 


industrial “ratio map" of the U. 5. 
shows area of each state in exact 
proportion to its manufacturing. MPA 
sells to the “heart.” Send for FREE 
“Ratio Map’ and market data today! 


t 
0 Work for Your 


Ishea 
producer? 


Wow! Ask (steel) U. S., Republic, Ryerson, 
Williams; (brass) Bridgeport, Chase, Scovill, 
American; (oil) Standard, Cities Service; 
(packaging) Hinde & Dauch, Rober? Gair; 
(brushes) Osborn; (castings) Eaton; and 
others. Over 50% of the space is used by 
“national” advertisers. 


is he 
expensive? 


Here's a pleasant surprise! MPA concentrates 
in the value-packed, industrial Mid-west — 
no costly trips to outposts. You get much 
more for your space dollar in MPA—a big, 
200-pager, carrying “national” features at 
“regional” rates! Check SRDS and see for 
yourself—or inquire direct. Complete infor- 
mation, gladly—no obligation. 


645 Penton Building 
Cleveland 13, Ohio 
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he TOOL 


\ 


ENGINEER 


develops 


your market 


A "tool engineer” is a man 
whose job it is to plan and equip 
the processes of manufacture in 
his own plant whether he carries 
the title of President or Master 
Mechanic, Manufacturing Man- 
ager or Production Engineer. 
His influence in initiating pur- 
chases is enormous. 
88°, in plants over 5000 em 
ployees according to a recent 
study (copy on request). 
He goes farther than that. He 
selects the type and make as 
well. 
98° in the electrical industry 
60% in automotive and parts 
75° in plants over 5000, ac 
cording to the same study. 
Tell him what you have in the 
way of machines, tools, gages, 
materials or other equipment 
and processes. If his company 
can use them effectively, he 
goes to work for you. 
lf he is one of the 18.000 mem- 
bers of the ASTE, you can best 
tell him your story through his 
own publication 


ra Citi) | 
Engineer 


PUBLICATION OF THE AMERICAN 
SOCIETY OF TOOL ENGINEERS 


about 5° during the year. 

The effect of the Controlled Ma 
terials Plan on manufacturers of 
building materials is likely to be an 
unbalance between basic materials 
allocations and the availability of 
manufactured Doubtless 
there will be some switching from 


items. 


steel to masonry and timber con- 
struction, from structural steel to 
from copper to 
sheet steel and aluminum. The only 
involved will 


reinforcing _ steel, 


striking innovation 
probably be the use of aluminum in 
electric wiring systems. 

Dealers, distributors and jobbers 
will be bedeviled by regulations, but 
should do about as well as in 1951. 
There is no reason to expect a seri- 
ous shortage of manpower for the 
building industry in 1952, unless the 
war situation expands. And in that 
case, of course, there will probably 
be a sharp curtailment of demand 


for non-defense building. 


Practical Builder 


® HOME FINANCING, DESIGN . We 


predict the building of homes in 
large quantities will be an essential 
for many years to come. Eight hun- 
dred and fifty 
vear, for years, is easily possible to 


thousand homes a 


this industry, and represents per- 
haps 85°; of the industry’s capacity 
to produce. If this produces com- 
petition, we can get to work on an- 
other great market the biggest 
market for remodeling and repair 
this country has ever had 
Financing restrictions have not 
worked too great a hardship on home 
While there was 


some adjustment after Regulation X 


builders generally 


(demanding higher down payments 
and larger monthly payments) par- 
ticularly in areas where the non- 
downpayment privilege was exer- 
cised freely, most of the tightness 
The shortage of 
mortgage money and construction 


has been eased 
loans has been passing . . the finan- 
cial picture looks good. Interest 
rates may be higher 

There is a strong tendency toward 
improved house design and extra 
living features which will be strong 
Builders 


recognize the change from a seller's 


merchandising magnets. 


to a buyer's market and are plan- 
ning accordingly 


“Mme TOOL 
ENGINEER 


18,000 tool engineers through 
their own Society, the American 
Society of Tool Engineers, pub- 
lish a magazine — the TOOL 
ENGINEER — to keep them- 
selves informed of the latest 
and best in the way of processes, 
equipment and materials. 


If you have a product that will 
increase manufacturing  effi- 
ciency, reduce costs or boost 
output, you will find a ready 
audience among these tool en- 
gineers. 


If they like what you have to 
offer they will develop your 
market by recommending your 
product to their own companies. 
There is no better way to reach 
these key men than through the 
advertising pages of their own 
publication... 


ya Citi) | 


Engimeer 


A.S.T.E. BUILDING 
10700 PURITAN AVE., DETROIT 21 





Progressive Architecture 
Jay Belcher, publisher 


® purcHAses , . Building products, 
materials and equipment purchases 
in 1952 should total about $8 billion. 
We can expect shortages in steel 
and aluminum throughout the first 
half of the year; copper short all 
year. More concrete constructions 
and wood houses may be _ used. 
Prices and ceilings up about 5%. 
The manpower situation should 
remain OK . . no particular design 
changes of consequence should ap- 
pear. The building market should 
go along as it is now under present 
conditions, but will be adversely af- 
fected if war spreads. Distributors, 
jobbers and dealers will be hit by 


lower volume of new housing. 


Metal Producing 
Metal Working 


American Machinist 
Burnham Finney, edit 


® METALWORKING . . This industry 
comes into 1952 at a higher level 
than a year ago, and it seems likely 
that it will approach 1953 with its 
operations further expanded. The 
brunt of the defense program 
production of planes, tanks, guns, 
will be felt by the metalworking in- 
dustries. And tooling for armament 
manufacture falls completely within 
the scope of metalworking. Activ- 
ities in 1952 will be limited only by 
materials and manpower at hand. 
Peak demand for critical metals is 
expected about the middle of the 
year; it will stay at the peak the 
last half and probably into 1953. 
This means the pinch on civilian- 
goods output will be at its worst as 
1952 progresses. Meanwhile there 
will be a slowly swelling production 
of defense items. 

Metalworking’s capacity for mak- 
ing various products is being ex- 
panded by expenditures for new 
plant and equipment. Materials and 
manpower will be the chief head- 
aches. There will be much sub- 
stitution of one metal or alloy for 
another. Subcontracts will be one 
of the main outs to help solve man- 
power troubles. 


Engineering & Mining Journal 


Evan J 


ist, editor 


® METALS AND MINERALS. . The out- 
look here is for continued strong 








Largest Circulation and 
Complete Editorial Coverage 


Balanced to the trends 
of the Industry and 
to the job interests 
of its Readers. 


For the past 26 years, the 

editors of GAS have been 
emphasizing natural gas 

now the dominant factor in 

the industry. Both editorial and circulation 
coverage have been expanded to keep pace 
with this growth. 


More than half of all editorial features in 
GAS during 1950 were devoted to operat- 
ing information ...the how and why of 
methods and techniques for better produc- 
tion, transmission, distribution and utiliza- 
tion of gas. 


GAS has specifically developed its circula- 
tion, the largest in the industry, to reach 
the men who have authority to recom- 
mend and the power to buy. 93% of this 
circulation is now verified as to readership 
—the most positive buying coverage ever 
offered manufacturers selling this industry. 


A Jenkins Publication 


198 S. ALVARADO STREET 
LOS ANGELES 4, CALIF. 
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In 1950, over half of all 
GAS’ Editorial Features 
were devoted to 
Operating Information 


5933 3778 


GAS Ind Pub GAS Ind Pub 
Advertising Editorial Features 


1950 COMPARISON 


GAS carries more advertising 
and editorial pages per issue 
than any other gas industry 
publication. 











LATIN AMERICA 


Reaches Construction 
Equipment Buyers doing 
All types of Heavy 
Construction Work 


CAMINOS 
Y 
CALLES 


CCA 
10,700 


Published 


Printed in Spanish with Portuguese 
section. Serves Latin American mar- 
ket in the highway and heavy con- 
struction field. Features articles on 
methods proven successful under dif- 
ficult conditions. Enjoys high ac- 
ceptance and is widely quoted in 
technical journals in most Latin Amer- 
ican countries. 

To manufacturers seeking outlets for 
products in Central and South Amer- 
ica, CAMINOS Y CALLES offers di- 
rect contact with key men — con- 
tractors, government officials, engi- 
neers. 


toon Guaranteed 
Sillette 

Lik a an OF CATALOGOS 
CONSTRUCCION PESADA 


fQOUMO MATERIALES ACCESORIOS 


Distribution 


10,000 


Published 
Annually 


COMTRATISTAS 
ry 
FUNCIOMARIOS 


SERVICIO INFORMATIVO GHLETTE 





Gillette's Prefiled Catalog File for La- 
tin American buyers of Construction 
Equipment and Materials. Gives you 
greatest possible distribution of your 
catalog for less cost to a highly selec- 
tive audience of key buyers — heavy 
construction contractors, public works 
officials and engineers. These men 
build roads, bridges, streets, dams, 
airports, irrigation, waterworks, and 
other heavy construction jobs. 


Write for complete details on 
Market and Media 


PUBLISHING COMPANY 
22 ‘W. MAPLE ST. CHICAGO 10, ILL. 


demand, expanding production and 
Mobilization effort, both 
munitions 


firm prices 
plant construction and 
and armament, requires such special 
emphasis on hard goods that a let- 
down in demand seems impossible 
while the effort is in progress. The 
defense market is buttressed by 
normal civilian needs, stockpile re- 
quirements, growing foreign mar- 
kets and some willingness to pur- 
chase hard goods rather than save 
depreciating money 

If labor shortages, the industry’s 
biggest problem, do not prevent ef- 
fective production in- 
creases should do much to alleviate 
handi- 


expansion, 


the shortages which have 


capped consumers. Improvement of 
copper supplies will take longer, but 
under 


substantial expansions are 


way 
Foundry 


@® METAL CASTINGS . Because metal 


castings are basic components of 
many items required by defense and 
defense-supporting industries, a 
continued high rate of operations is 
in prospect for foundries in 1952. 
However, enforced curtailment of 
certain consumer goods output will 
cause a shift in types of castings in 
heaviest demand this year compared 
with 1951 

Casting shipments last year ap- 
proached the record total of 19,000,- 
000 tons, but to maintain this pace 
will require acceleration in the con- 
version to production of defense 
items, plus the availability of suf- 
ficient supplies of raw materials, 
particularly ferrous and nonferrous 
scrap 

Foundries still are hampered by 
a scarcity of skilled workers, but 
the steady trend toward mechaniza- 
tion of plants makes the industry 
less dependent on experienced help 
than was true during early World 
War II days. This mechanization 
trend is continuing, pointing to sus- 
tained demand for foundry equip- 
ment and further increase in the in- 
dustry’s producing capacity. 


Industry & Welding 


Welding will find 


1952 because 


@ WELDING 
much wider use in 


(1) it tends to speed up production, 


EASTERN HEMISPHERE 


Reaches Construction 
Equipment Buyers doing 
All types of Heavy 
Construction Work 


every other 


month 


WORLD CONSTRUCTION is read 
by 10,000 English speaking public of- 
ficials, engineers, contractors and 
distributors in all countries in the 
Eastern Hemisphere and their island 
possessions. Here is an excellent me- 
dium to build sales through waste- 
free distribution at low cost. This is 
the only publication that reaches this 
market. Write for copy of current 
issue, 


Guaranteed 


Silllette 4 1953} 
WORLD CONSTRUCTION 
EASTERN HEMISPHERE ) 


PREFILED CATALOGS 


MENT MATERIALS © SUPPLIES 


Distribution 


10,000 
Published 
Annually 





The most effective method for dis- 
tributing and filing your catalog with 
your major Eastern Hemisphere pros- 
pects at very low cost. 


Used by 10,000 key buyers of equip- 
ment, materials and supplies for 
building highways, streets, airfields, 
tunnels, bridges, power plants, dams, 
reservoirs, harbors, yo buildings, 
sanitation, water supply, dredging. 


Write for folder giving complete 
information 


PUBLISHING COMPANY 
22 W. MAPLE ST. CHICAGO 10, ILL. 





(2) lowers costs (3) economizes on 
use of critical materials. In spite 
of steel shortages, and particularly 
nickel alloys and copper, welding 
sales volume will probably increase 
this year about 25% . . to a new 
high of $500,000,000. 

The welding market will expand 
in direct proportion to continuation 
and expansion of the defense effort. 
Efficient man and womanpower will 
be available .through the many 
training programs now being con- 
ducted by industry and industrial 
and technical schools. Expanded 
knowledge of weldability of new 
metals and shortages of certain 
basic metals will cause some design 
changes, but these will be limited 
by CMP. 


Iron Age 

Bill Packard, news-markets editor 

@ STEEL, ALUMINUM, COPPER . . Re- 
gardless of international political 
developments, defense commitments 
already made by the U.S. will re- 
quire support of a very high level 
of production by metalworking 
firms. Huge expansicn programs are 
nearing the pay off stage. The out- 
look, in basic metal supply: 

Steel this year the industry 
will shoot for 110,000,000 tons of 
steel. By 1952, steelmaking capacity 
will be about 118-120,000,000 net 
tons per year. Aluminum .. by the 
end of this year, annual capacity 
will be raised to almost 1,500,000 net 
tons. This will be more than double 
the U. S. capacity when shooting 
started in Korea. Copper . . de- 
liveries to customers totaled 1,350,- 
000 net tons last year, compared 
with 1,371,000 tons in 1950. A larger 
decrease, resulting from domestic 
strikes and less imports, was pre- 
vented by withdrawal of 55,000 tons 
from government stockpile. Mar- 
ginal mining will boost output some 
this year, but copper will be very 
short through the foreseeable future. 

Steel and aluminum are expected 
to remain in very short supply 
through the first half of the year. 
After that, supply might catch up 
with demand rather quickly. 


Machine Design 
Yolin Carmichael 


editor 


® sHorTAGES . . Materials shortages 
will make the task of design engi- 
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STORES 


(et specified on 


~ the big jo 


CHURCHES 


OFFICE PLANTS 


BUILDINGS 
THEATERS 


HOTELS 
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PUBLIC 
BUILDINGS 


HOSPITALS 


In 


and 


The big jobs have to be “engineered.” 


almost every case of new construction, 
in many cases of modernization and maintenance 
for commercial, industrial and public buildings, 
an engineer is consulted to solve the complex 
heating, 


problems of air conditioning, piping, 


refrigeration, etc. Make sure that when he sug 
gets the use of certain products he mentions 
yours by name. \ 

Create this preference in his mind by giving him 
information about your product in the publica 
tion he consults HEATING AND 
VENTILATING. This is the magazine edited 


with the practical problems of the air condition 


regularly 


ing, heating, piping and refrigeration engineer 
in mind. It is the magazine specifically edited 
to cover the interests of the men who engineer 
installations for the larger buildings, as distinct 
from homes. 

To learn more about who these men are, the 
work they do, and their importance as buying 
for the free booklet, “How 
Bought.” This 24-page booklet 


is not an advertising piece, but a manual of 


influences, write 


Equipment is 


helpful information for those who are interested 
in this market. 
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HERE'S A RULE TO 
REMEMBER 


people buy 
more than 
anybody! 


Be it for dresses or dredges, peo- 
ple are your best customers. You may 
have forgotten, but even purchasing 
agents, plant engineers and top man- 
agement are people. Just like their 
run-of-the-mill cousins, these run-the- 
mill people appreciate a thoughtful 
gift. If you‘re looking for congres- 
sional investigations, give furs and 
freezers. If you're looking for cus- 
tomers, give MASTER RULES. 

A practical, appreciated gift, the 
MASTER RULE builds good will wher- 
ever it goes. And wherever it goes 
throughout its long useful life, it 
carries your name and sales message 
permanently, beautifully etched on a 
colorful nameplate. 

From the smallest pocket rule to 
the engineer's 50‘'-tape, every 
MASTER RULE is a precise measuring 
instrument made of the finest spring 
steel. Durable cases are designed for 
maximum utility, attractiveness, and 
to show off your specially-imprinted 
nameplate. 


‘the 


RULE... 


for inside 
measurements 


Sturdy wood folding rules also 
available for special imprint. 

Call your advertising specialties 
jobber now, or write for full informa- 
tion on “Good Rules for Good Will 
Dept. IM-1, Master Rule Mfg. Co., 
Middletown, N. Y 


MASTER. 


MASTER QULE MEG 


| ‘ il wood AND STEEL TAPE | RULES 


126 /' 


neers and executives more difficult 
The shortages will impose an un- 
usually heavy load, demanding the 
utmost ingenuity on the part of the 
designer to avoid or at least mini- 
mize, use of critical materials 
Shortages of components plus tight 
designers to 


materials will force 


keep searching for new techniques, 
parts and processes. The current 
shortage of qualified designer engi- 
neers further complicates the pic- 
ture, although manufacturers are 
desperately trying to attract engi- 


neers 


Machinery 


BACK ORDERS . . The 
machine tool starts 1952 
with the highest backlog of orders 
early World War II days 
Shipment of machine tools has more 
than doubled since pre-Korea but 
it is anticipated that the production 
rate will have risen 500°, by July 
Ist, at which time the machine tool 


® PRODUCTION, 
industry 


since 


industry is expected to produce at 
an annual rate of $1.5 billion. 
Machine tools have become the 
No. 1 item on the national defense 
program and as a result, former re- 
strictions to production have been 
removed, such as material short- 


ages, lack of financial assistance, 
and low selling prices for machine 
tools. The manpower problem still 
exists but a solution appears im- 


minent 


New Equipment Digest 


There 


seems to be no let up in the num- 


BS NEW DEVELOPMENTS 


ber of new developments of new 
industrial equipment and materials 
now being placed on the market. 
Regardless of restrictions and mate- 
rials shortages, manufacturers of 
products are constantly 
amplifying 


industrial 


improving their lines, 
them or adding new products. Thus, 
in a period of critical shortages, the 
amount of new and improved equip- 
ment is increasing rather than di- 
minishing 

Why? As manpower and produc- 
tion capacity are strained, new or 
improved methods are imperative 
Rising costs demand more efficient 
ways of producing goods. Raw ma- 


terial scarcities cause a scramble 


for suitable replacement materials. 
High-production automatic and 
semi-automatic machinery is sought 
to replace manually run machinery, 
and thus use restricted floor space 
to better advantage. 


Products Finishing 


1 A. Blount, editor 


@ FINISHING . . As a possible means 
of relief from metal shortages in the 
finishing industry, it may be desir- 
able to re-examine the rigid coating 
specifications for military products 
in the light of end use of the item, 
with a view to saving as much criti- 
cal material as possible. Less criti- 
cal metals may be substituted as 
coating materials; thinner finish 
coats may be found to be satisfac- 
tory; more efficient application 
methods may be developed; even 
raw material substitutions may be 
found to be desirable. Any of these 
possibilities will offer a measure of 
relief. Research in the finishing in- 
dustry will continue to make valu- 
able contributions to the program 
just outlined. 


Steel 

® SALES, PRODUCTION Manufac- 
turers’ sales in metalworking indus- 
tries will reach new record high of 
$108 to $110 billion in 1952, com- 
pared with $102 billion last year and 
$81 billion in 1950. Part of the in- 
crease represents inflation. Even 
so, physical volume will be slightly 
higher than 1951. 

Outlay for new plants and equip- 
ment will be $26.5 billion, slightly 
higher than 1951's $25 billion. Steel 
production set record of 105,000,000 
tons last year, and will increase an- 
other 5,000,000 tons in 1952 as more 
capacity goes into production. Ma- 
terials will be a problem all year. 
Upward pressure will continue on 
No early relief in sight on 
manpower shortage, especially as 
applied to trained engineers needed 


prices. 


in defense program. 


Oil, Petroleum 

National Petroleum News 

A itt, editor 

. There may 
be an increase in oil prices, par- 
ticularly at the well, as we are going 


® PRICES, MANPOWER 





to need all the crude oil we can | 


produce in this country. Total in- 
crease in demand for 1952 . . with- 
out more war . . will probably be 
7% to maybe 8-9°;. 

The oil industry is hard up for 


manpower, and has been putting up | 


a fight with the defense administra- 
tion to leave the technical men of 
the industry alone. Through the 
American Petroleum Institute, the 
industry has a good understanding 
with the administration, and_ it 
probably will work out arrange- 
ments which will prevent our key 
men being drafted to do unskilled 
work in the Army 


Oil & Gas Journal 


O. Willson, editor 


® propucTION . . After record 1951 
expansion, further growth this year 
is certain in all petroleum activities. 
Projections point to a probable in- 
crease of 6% in U. S. sales of petro- 
leum products. Adding the 6% in- 
crease to 1951 figures, the total 
would be 2,883,500,000 bbl. for 1952. 
Domestic field will supply 2,564,- 
125,000 bbl., the balance from im- 
ports. 

To take care of existing markets 
and increased demand, the industry 
will spend about $2.3 billion this 
year, depending, of course, on avail- 
able supplies and materials. 

Further expansion is anticipated 
in efforts to find more oil in 1952. 
At least 50,000 exploratory and de- 
velopment wells should be drilled 
yearly in the U.S. to build up addi- 
tional reserves, should the present 
emergency become an all-out war. 

Exclusive of natural gas pipelines 
and tanker construction, capital out- 
lays, based on _ previous years, 
should be: exploration, drilling and 
development, $1,311,000,000; refin- 
ing, $391,000,000; pipeline, $322,000,- 
000; marketing, $276,000,000 


World Oil 


Warren L. Baker, editor 


® atLocations .. U. S. oil industry 
looks to further expansion in 1952. 
Domestic and export demand is ex- 
pected to be nearly 5“ greater than 
the peak in 1951. Only a drastic 
reduction in industrial and defense 
preparation activities can check oil 
consumption growth. 

Main question: Will the industry 


Are people 
in the habit 
of recommending 
your brand? 


Read S. D. WARREN COMPANY'S 
UO ms ed 
EVENING POST for January 19th 
and in BUSINESS WEEK for January 12th. 
it explains how to get people to recom- 
mend your product and your company. 
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reaches all these buyers! 


HEATING AND PLUMBING EQUIP- 
MENT NEWS has brought an entirely new 
circulation concept to the heating and 
plumbing field. No longer is it necessary 
to use separate papers to reach each part 
of this large and profitable market. Now 
it is possible to use one—HEATING AND 
PLUMBING EQUIPMENT NEWS—and 


reach every branch at once. 


This unique publication is the only “new 
equipment news" magazine covering the 
heating and plumbing business. Its cir- 
culation to over 35,000 heating and 
plumbing contractors and wholesalers is 
the largest in the field. 


Reach these important buyers each month 
at lower cost per thousand than any mag- 
azine covering the heating and plumbing 
fields. Reach them through the magazine 
that gains and holds their interest* . . . 
HEATING AND PLUMBING EQUIP- 
MENT NEWS. Send for sample copy. 


seers in ennai ARRAS: tise 





Warm Air Heat 
Oil Heat 
Gas Heat 

Piping 
Plumbing 
Radiator Heat 


Ventilating 








Air Conditioning 
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*Interest? Readership of 
“HPEN” is proved by actual 
inquiries sent to us by readers, 
and forwarded by us direct to 
manufacturers. These inquiries 
have averaged over 9,000 per 
month. Individual advertise- 
ments have brought as many 
as 220 inquiries from one 1/9- 
page (33%," x 47/,") insertion. 


An Industrial Press Publication 


e NEW YORK 13, N. Y. 
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receive sufficient steel to enable it 
to meet Pur- 
chases of equipment will be as great 
as steel allocations permit. Lack- 
ing the surplus producing equip- 
ment oil had in early days of World 
War II, continued installation of 
new facilities and drilling of new 
wells are national security require- 
ments. Highly distressing is the first 
quarter allocation of 1,708,500 tons 
of steel for oil and gas operations, 
a cut of 98,000 tons from the fourth 
quarter of 1951, when the situation 
was tight. While this steel volume 
will allow a high level of drilling, 
pipe line and refinery work, it is 
not enough to satisfy urgent indus- 


increased demand? 


try needs. 


World Petroleum 


itheia, managing eaitor 


® FOREIGN ACTIVITIES, REFINING 
The petroleum industry anticipates 
increased domestic demand of about 
6% this year. 

In 1951, U.S. industry had to step 
up exports 33.6% to compensate for 
the temporary dislocation of normal 
trade caused by the shutdown in 
Iran. These extraordinary demands 
will taper off this year whether the 
refinery at Abadan is reopened or 
not. In raw materials, the industry 
has done a remarkable job in elim- 
inating the shortage created by the 
British-Iranian controversy. The 
700,000 bbl-per-day shortage has 
been more than replaced. 

Domestic oil refining industry has 
undertaken a three-year program of 
expansion at the request of the Pe- 
troleum Administration for Defense. 
When complete, U. S. refinery ca- 
pacity will be 1,000,000 bbl. per day 
greater than at present. Project 
cost: about $1 billion. 


In February, editors of the following busi- 
ness papers will present forecasts for their 
industries: Aviation Age: Automotive Indus- 
tries, Southern Automotive Journal; Coal 
Age, Mechanization: Chemical & Engineering 
News, Chemical Engineering: Ceramic In- 
dustry; Pit & Quarry. 

Electrical World, Electronics, Power, South- 
ern Power & Industry. Western Industry: 
American Exporter, McGraw-Hill Digest. Tex- 
tiles Panamericanos: Implement & Tractor; 
Food Engineering. Sugar: Gas, Butane-Pro 
pane News; Hardware Age: Domestic Engi- 
neering. Fueloil & Oil Heat; Institutions. 

Marine Engineering & Shipping Review: 
Occupational Hazards; Modern Materials 
Handling: Boxboard Containers, Packaging 
Parade, Modern Packaging: Textile World: 
Bus Transportation. Diesel Progress. Fleet 
Owner: Mass Transportation and Railway 
Age. 








101/ circle on Readers’ Service card 


How to test your reading speed 


The October, 1951 issue of “Factory 
Management and Maintenance” carried 
an excellent feature article, “How to read 
faster and better.” It tells how to skim 
for gist of story . . for trend of thought . . 
for main ideas. Included is a reading 
test with instructions for grading yourself. 
Reprints of the article are available. 





102/ circle on Readers’ Service card 


$1,000 offered to adman 
proving need for advertising 

If you are doing a good job of industrial 
advertising, you have ali the materials at 
hand with which to compete for the annual 
Industrial Press award of $1,000. The cash 
award is offered to “the advertising man 
who does the best job of proving to his 
management the need for a specific adver- 
tising program, and showing how his 
proposed program fills that need.” A 
booklet gives additional details. 





103/ circle on Readers’ Service card 
How recordings, transcriptions 
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109/ circle on Readers’ Service card 


Free decal calendars 
Here's a calendar that can’t be lost or 


ing a 1952 calendar with linear and pica 
rulers. It may be easily applied to desk 
tops, walls, or other convenient locations. 
Offered by Palm, Fechteler & Co., New 
York. 





106/ circle on Readers’ Service card 


How you can buy more color 
for the same money 

This folder, written primarily for advertis- 
ing artists, agency men and layout men 
tells how to add colors while printing 
booklets, broadsides, catalogs, eic., with- 
out appreciably increasing the cost of the 
completed job. Prepared by Dayco Multi- 
color Div., Dayton Rubber Co. 


% Send for these helpful selling tools 


107/ circle on Readers’ Service card 


Fables and facts about 
advertising 


The Chamber of C of the United 
States has released a series of three leaf- 
lets designed to help explain advertising’s 
tole in our economy. Ideal for distribution 
as payroll envelope enclosures, bill stuffers 
and package inserts, these pocket-size 
pieces can do much to clear up the public's 
misconceptions about advertising. Copies 
are available. 





108/ circle on Readers’ Service card 


Facts on the market for coal 
mining equipment, materials 

“The importance of mechanical mining” 
and “Market outlook” are two fact packed 
sections of a new study offered by “Coal 
Age.” Also included is information on the 
publication's editorial, circulation and ad- 





can do a selling job for you 


NAME 





TITLE 


prospects and customers. This different 
and attention compelling method of de- 
livering your message is well worth look- 
ing into. The Custom Record Sales division 
of Radio Corp. of America offers a 32-page 
booklet suggesting ten different uses for 
nine different types of records, recordings 
and transcriptions.” 
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CITY & ZONE 


*Note inquires for items listed 
not serviced beyond April 15, 1952 
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The care and feeding 

of presidents 

For success in dealing with presidents 
observe these rules: Go to them with 
decisions, not for decisions . . with funda- 
mentals, not details. Be clear, concise, 
complete, convincing, prepared and brief. 
William C. Johnston Co., Pittsburgh printer, 
offers a 17x22” wall piece that expands 
on these gems of wisdom. Quantity 
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16 case histories of business 
paper advertising at work 

“Examples of business paper advertising 
ct work,” is portfolio of case studies show- 
ing how successful industrial advertisers 
have used business paper advertising to 
develop sales, protect and expand markets, 
and increase product recognition. This 
portfolio, offered by McGraw-Hill, is the 
second of a series . . do not confuse it with 
the first portfolio offered in this section 
last August. 


110/ circle on Readers’ Service card 


Hints and suggestions for 
trade show exhibitors 


“Display Digest,” published monthly is 
designed to be helpful to users of exhibits 
and displays. Feature articles carry good, 
Display 
Masters, Inc., Minneapolis, will be glad 
to add your name to the publication's cir- 
culation list. 


practical how-to-do-it information. 


111/ circle on Readers’ Service card 
Printing papers and their uses 

Are you bewildered by the multituce of 
different types of paper stocks . . and the 
many different sizes? §S. D. Warren Co., 
Boston, offers a good basic manual on 
paper. Chapters cover (1) classification 
and terminology, (2) regular sizes and 
weights, (3) economical paper sizes and 
(4) paper making. 


112/ circle on Readers’ Service card 


Copy that clicks 


“How to prepare good industrial adver- 
tising,” might well be the title of this 50- 
page booklet. Its pages discuss short 
copy, long copy, picture ads, selective 
appeal, broad appeal, how-to-do-it ads, 
dealer ads, case history ads and many 
other industrial advertising techniques. 
Issued by the Associated Business Pub- 
lications. 
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First Class Permit No. 85, Sec. 510, P. L. & R., Chicago, Ill. 








Readers’ Service Dept. 


INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, IL 


¥& Please print or type information below 








TITLE 





COMPANY 











PRODUCTS SOLD 





ADORESS 











CITY & ZONE 


*Note inquires for items listed 
not serviced beyond April 15, 1952 


113/ circle on Readers’ Service card 


Primer on machine tools offers 
background information for admen 

Mr. Admanager or Mr. Account Execu- 
tive handling machine tool advertising: 
Do you have a new assistant . . perhaps a 
bright lad fresh from some campus? If so, 
have him get a copy of “Machine Tools 
Today.” It'll give him a wealth of valua- 
ble background information. The non- 
technical booklet tells what machine tools 
are and what they do, describes basic 
methods of cutting and forming metal, and 
gives general facts about the industry, its 
nature, location, markets, etc. Published 
by National Machine Tool Builders Asso- 
ciation. 


114/ circle on Readers’ Service card 


Why point-of-purchase 
advertising is important 

The Point-of-Purchase Advertising In- 
stitute has prepared a 32-page booklet, 
“Sales Catchers,” that covers the facts and 
figures contained in the sound-slidefilm 
carrying the same title. Both the booklet 
and the film emphasize the importance of 
POP displays as the final and most im- 
portant single link in the advertising and 
selling chain. A special section tells how 
and why POPAI functions. 





115/ circle on Readers’ Service card 


19 ways to use photostats 


This 28-page booklet is a short course 
designed to acquaint you with various 
ways photostats are used. Separate sec- 
tions cover subjects such as, “direct from 
object ‘stats’ and “super-imposing on 
‘stats.” A picture story shows how photo- 
stats are made. Offered by Rapid Copy 
Service, Inc., Chicago. 





116/ circle on Readers’ Service card 


More for your printing dollar 


Here is a 40-page booklet full of down- 
to-earth, practical advice on lowering 
printing costs. Written by practical print- 
ers and buyers of printing, this manual 
covers subjects such as (1) preliminary 
planning, (2) layout and art, (3) plates, and 
(4) binding and finishing. Published by 
Kimberly-Clark Corp., Neenah, Wisc. 
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The following changes in busi paper 
specifications have been announced since 
the Market Data Book number of Industrial 
Marketing went to press. 








American Motor Carrier 


In America's EXAMPLE No 


BEVERAGE INDUSTRIES 





New rates, effective Jan. 15: 
“Times Page  2/3Page 1/2 Page 
1 $138 $105 $ 83 
91 73 


New rates, now effective: 
“Times Page  2/3page Page _ 
1 $291 $240 $153 


Curtain & Drapery Department Magazine 

New rates, now effective: 

“Times Page ~ Wy Page Vy Page 

1 $320 $185 $110 
265 150 


Electrical Engineering 
New rates, now effective: 
Times Page 2/3 page Yo Page 
l $467 $317 $244 
6 388 265 204 
12 350 





Fountain & Fast Food Service’ 
New rates, now effective: 


“Times Page  2/3Page 1/2 Page 
l $580 $460 $300 
6 515 420 270 
12 450 370 240 
nde wk GS cae Oe 
“Formerly “Fountain Service” 


Super Service Station 
New rates, now effective: 





~ Times Page 2/3 Page '/2 Page 
1 $585 $425 $305 
6 535 390 285 
12 . 495 350 255 


- | & Ny 
Minimum space 1/2 page. Rates include ABP) 
use of standard red. i 
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617 MAJOR PLANTS EMPLOY 142,197 


— account for 67.7% of total employment, 


80.4% of production in this industry. 


The latest McGraw-Hill Census identifies each and every one of these 
647 key plants in the United States—those with over fifty employees—by 
name, location, number of employees, and chief product manufactured. 

Beverage Industries include bottled soft drinks... carbonated waters 
..-Malt liquors... malt... wines... distilled 


, rectified, and blended 
rors. This field is only one of 144 segments of manufacturing industry. 


In cach of the 144 segments, McGraw-Hill’s Census isolates, identifies, 
classifies and rates the worthwhile manufacturing plants. 
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-Hill’s Continuing ely 
: of McGraw turers are, t 
en aoa acre are who and where —— our circulation 
ishi ontrol. ncentr 
publishing c nables us to Co hile plants 
z make — worth-while Pp 
size, vena iense ond personal — on Small company 
activities, DY ithin those Pp ants. : calions 
ing influences W! é for the other industri 
and the buying '" d maintained for the oM arenag 
listings are also developed a he result, of this continuing activity ' 
an 3 


- lants 
we serve. The objective, , 


. 
for McGraw Hill advertisers. 


i McGraw-Hill’s 
porn pony ee such statistics os MARKET DATA BOOK 
perc distribution by ee oe : 

oups, by major and sub-moj fe EY 
pain by regions, by states, “4 
other facts are all contained vee : 
e MARKET DATA BOOK. sce 
ol your McGraw-Hill man or 


copy. 





McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET 


NEW YORK 36, N.Y. ® 
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500 
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Growing popularity accounts for increased 
circulation. Rosults / 
More new plants have opened—hundreds of e 
new prospects for your products. 

Deep penetration—WOOD WORKING DIGEST Produces quality inquiries 
is read by most of the top executives—own- that cen be converted into 
ers, managers, superintendents and engineers SAOES af low Gast 
—with buying authority. 

53 years of leadership. Alert editorial con- Lowest cost per 1,000 cir- 
tent reports and also anticipates industry culation 

trends, develop ts and probl 

leads in advertising volume—carries more CCA audited. First busi- 
pages of advertising than the next 4 publica- ness paper with controlled 
tions combined. circulation 





Get the complete story. Write for Market and Media facts 


Wood Working Digest | s-i'ir v=. 


in '52 


Hitchcock Publishing Co. Wheaton, Ill. 


top management 
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In Favor with America’s Leaders 
..-Heinn Loose-Leaf Binders 


The names you see here are known and respected 
trusted brands that recommend products to users. 
Appearing on binders and manual covers, the same 


names recommend Heinn Loose-Leaf Binders to you! 


These manufacturers, who make their own products mean 

so much, expect the most in the products they buy 
And they'd tell you they get the most in Heinn 
j 


Loose-Leaf Binders . individually designed, hand- 
| baste 
sui 


} } | ' 
somely styled, mechanically perfect, durably 


Heed this tip and find out how H 
simplify your own sales or service 


and conserve your budget. Write for complete infc 


CATALOG COVERS @ PRICE BOOKS 
@ SALES MANUALS @ PROPOSAL 
COVERS @ PLASTIC TAB INDEXES 


THE HEINN COMPANY 
322 WEST FLORIDA STREET 
MILWAUKEE 4, WISCONSIN 


mation is then passed on in small 
discussion groups, going to each in- 
dividual employe. 

From my own viewpoint, I would 
feel that our Christmas holiday were 
incomplete unless I had taken the 
opportunity to shake hands person- 
ally with each member of our entire 


organization. 


@ WE HAVE ALWays had the convic- 
tion that the maintenance of effec- 
tive, 2-way communication within 
an organization is the responsibility 
of top management. It was this con- 
viction, put into practice almost 35 
years ago, which led to the forma- 
tion of the Leeds & Northrup Co- 
operative Association to which all 
employes belong. Duly elected rep- 
resentatives from all departments 
and shops form the association’s 
council which, with its numerous 
operating committees, consults with 
and advises management on many 
matters which used to be considered 
by most firms the prerogative of 
management alone. 

The association publishes its own 
monthly magazine, which the com- 
pany underwrites financially and 
also administers such diverse and 
important activities as an unem- 
ployment fund, a_ hospitalization 
fund, a program of social and sports 
events, safety campaigns, the com- 
pany’s parking lots, ete. 

More recently, the functions of 
the association have been supple- 
mented by a management bulletin, 
published when needed, in which 
advance information about policy 
matters and procedures is quickly 
disseminated to all levels of man- 





agement. Frequently such announce- 
ments appear later on_ bulletin 
boards. 

Occasionally they are augmented 
by articles in the employes’ monthly 
magazine. In rare instances the 
company mails explanatory letters, 
over the signature of a top execu- 
tive, directly to the employes’ 
homes 

Whenever especially far reaching 
policy or procedural matters have 
been formulated by top manage- 
ment, communication is likely to be 
through a series of meetings . . the 
top echelon with groups of middle 
management, groups of middle man- 
agement with groups of supervisors, 
supervisors (where possible) meet- 
ing with workers. Broad gage mat- 
ters may be handled by means of a 
general dinner meeting attended by 
top management, middle manage- 
ment and the supervisory group. 

On those unfrequent occasions 
when an unusual company devel- 
opment is contemplated, the entire 
Leeds & Northrup “family” may be 
assembled to hear the news directly 
from the firm’s top executive. Two 
such dinner meetings have been 
held in recent years, each attended 
by several thousand employes and 


their families 


Jack Frye 


siaent 


® IN EMPLOYE communications, it 
is our policy to “tell the employes 
first,” whether the news is good, bad 
or indifferent. All news releases 
are posted on company bulletin 
boards on the afternoon before a 
morning newspaper release, and at 
least in the morning or a day before 
an afternoon release. In addition, 
the contents of news releases are 
passed on to the supervisory staff 
either by memorandum, or when 
time does not allow, by telephone. 

No news, we find, except that of 
immediate family relationships, is 
regarded as more important then 
“company news.” Our people are 
interested in their corporation’s sta- 


Se 
bill 


This 144-page, pocket- 
size Handbook — prac- 
tically an encyclopedia 
of envelope usage — is 
full of just such profit 
opportunities as the 
one mentioned above. 





The 

Envelope 
that saved 
both cash 
and lipstick! 


When a large department store traced the 
serious loss of small coins from cashiers’ 
envelopes to a failure to seal the envelopes 
securely, they found the reason: the girls 
were skimping on moisture to save their 
lipstick! The store’s envelope supplier sug- 
gested open-end Self-Seal® envelopes, which 
require no licking . . . the lipstick stayed on 
and the cash stayed in! 

It pays to use the RIGHT envelope. And 
the new U.S.E. “Handbook of Envelope 
Products and Purposes” makes it easy for you 
to find just the right envelope for every job. 

Available now, through your printer, or 


paper or envelope merchant. Ask him to 
secure a copy for you ead 


14 Divisions from Coast to Coast 


SPRINGFIELD 2, MASSACHUSETTS 


ADVERTISING IN “GAS HEAT” PRODUCES RESULTS 


Vital editorial material 
of interest to all gas- 
heating men in all 
parts of the field. Deal- 


ers, Wholesalers, Gas 
Companies. 

Write HEATING PUB. 
LISHERS, Inc.,17E.37th 
St. «NEW YORK 16. 


THE ONLY MAGAZINE DEVOTED ENTIRELY TO GAS HEATING 
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FOR A COMPLETE LIST OF 
PUBLICITY IDEAS 


52 Different Publicity Pegs 
— With 312 NEWS Subjects 


Your company made news today! Did you 
recognize it? Will it get into print? This 
compact “News-Deck” lists 312 com- 
pany happenings which editors consider 
news, classified under 52 main heads 
Keep better publicity flowing to news- 
papers, trade papers, magazines, radio, 
with this compact idea-file. The finest 
publicity “tickler” published, it’s yours 
for only $5 p.p.! 


LIMITED PRINTING! 


First come, first served on 
this limited, private printing. 


= Send your order and check to: 


KENNETH B. BUTLER & ASSOC. 
Aduertising © Public Relations 


700 14TH AVE. « MENDOTA 2, ILL. 
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bility, of the sales records and pro- 
jections for the future, of new prod- 
ucts, new directors and other 
changes in management. 

A company-wide magazine and 
five plant published, 
principally for the benefit of em- 
ployes 

The most effective method of all 
of communicating with the employe 
is to talk to him personally. We 
want our people to know, and they 
want to know, what they are doing, 
why they are doing it, and how it 
relates to the success of the com- 
pany. This is accomplished prin- 
cipally through the supervisor but 
also through formal training courses. 


papers are 


G. H. Johnson 


® WE HAVE GIVEN considerable 
thought to the subject of employer- 
employe relations in the last five 
years and believe we have made 
considerable progress and improve- 
ment. Our personnel director is 
responsible for the over-all han- 
dling of this work. 

We have an employe newspaper, 
occasional news letters, and bulle- 
tin boards. We have also spent con- 
siderable time and effort on plan- 
ning social and sports events, such 
as camera club meetings, bowling 
leagues, and baseball teams. 

In our employe newspaper, each 
issue carries a letter on the back 
page to interpret company programs 
and policies. 


George O. Boomer 


President 


® OUR EMPLOYES are kept closely 
posted on matters that affect their 
welfare by: 

1. A weekly house organ, mailed 





an invitation to 


reach your ENTIRE 
CERAMIC MARKET 





in the bigger Ae 


CERAMIC 
BULLETIN 


At no other time throughout the year is 
there a better opportunity for you to 
advertise to your market than in the 
Annual Program Issue of Ceramic Bul- 
letin. 


When the 54th Annual Meeting of the 
American Ceramic Society convenes at 
Pittsburgh on April 27 to May 1, they 
will be product-conscious — anxious to 
know about your product or materials. 


The Program Issue will be mailed prior 
to the Annual Meeting. In addition, your 
advertisement in this Issue will have on- 
the-spot effectiveness because this issue 
will be given to each registrant as he 
registers. 

The Program Issue of Ceramic Bulletin 
will be devoted almost exclusively to the 
54th meeting of the Society carrying the 
complete program — speakers, abstracts 
of all papers, and social functions. 


Make your plans now to advertise in this 
Big Annual Program Issue (the March 
issue). You can’t afford to miss this 
once-a-year opportunity of reaching your 
market. 


Ceramic 
Bulletin 


2525 NORTH HIGH STREET 
COLUMBUS 2, OHIO 








The Super-Market In the . of America’s Industrial Future 


to employes’ homes. It is pro- 
duced by an experienced, full- 

time editor, pos ge as an C 0 N $ T R U CT } oO N 
excellent vehicle for interpret- 
ing management’s policies, an- NE a we. 

nouncing new plans and proj- 

ects, and distributing other MONTH LY 
pertinent informztion. _BIDS WANTED, ETC. 

. Group meetings within divi- 
sions and departments. 

. Strategically located bulletin 
boards, special messages and 
letters. 

Bowling, soft ball, golf and other 
recreational activities are encour- 
aged and directed by our personnel 
staff. Social events are regularly 
held by the various goodfellowship B: ; 
clubs within the company’s divi- a 
sions. Industry 


PROOF of the Views Value 
and EAGER READERSHIP of this Book: 


Busy Construction Men read a trade publication for the news it contains. 
Ned A. Ochiltree “News” to them is largely leads for business: “Bids Wanted,’ “Contract 
President Lettings,” etc.—the lifeblood of the industry! When 8 out of 10 named 
CONSTRUCTION NEWS MONTHLY as the publication they read most 
pe thoroughly, that is highly significant 

Products Corp. . . . especially when the next highest journal being read in 
Chicago our own great SIX-STATE AREA was only 10.25% (compared 
to our 79.50%) and... . especially when contractors had to 
® MANAGEMENT likes to keep Ceco —" IN the names, no books being listed on the question 
employes informed about their @ Send for complete report of the above survey. It will convince you of 
prospects in the company. We are the popularity and readership of CONSTRUCTION NEWS MONTHLY 
the journal construction men CHOOSE and the one for you to USE. 

















Ceco Steel 


convinced that our people want to 
know what the future holds for 


s 
"a at our recent Service Award Gon gctruciion | _ | 








Dinner, Ceco management revealed CONSTRUCTION ACTIVITIES 
how the company sales dollar is dis- iN. ..OKLAHOM 
tributed, discussed problems of our \} A bs yaa) een 
day, told about future plans, and PENN A Warn eMC 
outlined its formula for opportunity mtsaereeen’ 
and security. 

We believe that employe com- LITTLE ROCK, ARKANSAS 
munications is a continuing respon- 
sibility of management, and have 


set up these five information chan- 
nels: ws WAN Te td 


1. A company publication, “Ceco 
Family News,” published monthly, S le Wt. 7, 
abounding with pictures, carrying é Ore, . 
news about company accomplish- 
ments and plans in terms of rank- 
and-file employe experience. 

2. A local news letter, prepared 
weekly, carrying pertinent news 
and announcements. 

3. Bulletin boards, pictorialized, 
used daily for spot news and an- 
nouncements requiring fast com- 
munication. 

4. Plant-city press releases to lo- 





THE PERFECT SALES KIT 
Combines a Ring Binder Display Unit with a Handy Zipper Case 
Attracts and holds prospect's attention by setting up sales materia! 
at a 30° angle when he is standing, or a 60° angle when he is sit- 
ting. Two pockets hold order pad, circulars, etc. Weatherproof 
tipper closure 


SEND FOR FREE FOLDER 
1706 W. . 
Sales “Tools, Vue. tircace r1 suinors 
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cal newspapers. We also take ad- 





vantage of advertising columns in 

NAMEPLATE PROBLEMS? local papers to tell the Ceco story to 

, the community, especially employes 

5. A social and sports program 

° including a company picnic, chil- 

Send fo r th ts Ma i] ual of. Bess dren’s Christmas i aed and 
baseball leagues, camera club, and 


MEYERCORD DECAL public speaking organization — all 


run by the employes themselves. 


NAMEPLATES Management gets a chance to mix 


with employes. 
HOW TO SOLVE NAMEPLATE To do the communications job it- 
PROBLEMS ON ANY SURFACE self, we use the advertising depart- 
Most useful nameplate manual ment as a coordinating center, with 
ever offered! Shows hundreds of a full-time editor and a full-time 
uses for durable, washable Decal publicist having direct lines to man- 
nameplates—as trademarks, in agement. The personnel depart- 
structions, charts or diagrams—in 


> ‘ “tz > ¢ i y 
all sizes, colors and designs. Af ment is important in the planning, 


plication is fast, easy, economical and supervises the social affairs. 
On metal, glass, wood, china, 
plastic, leather, rubber, crinkle— 
curved, flat or flexible surfaces 
Meyercord Decals provide low 
cost permanent idenuficauion 
J. M. Frank 


rresiaen 


WRITE FOR YOUR FREE COPY WP MEYE RC fo) 90) Z. 


d's Lorgest” Decal Manufacture 


BUSINESS LETTERHEADS, 
PLEASE, DEPT. 5-1 


$323 W LAKE ST CHICAGO 44 iit 
® OUR COMPANY is very fortunate in 
having a very effective employe 
management group called the Ilg 
Welfare Club. This is a separately 
incorporated, non-profit company 
picture of a and at the present time consists of 


18 members involving key men from 


4 
i 
: 


the management and the factory. 

In addition to this group, our 
company has a service committee, 
consisting of four members elected 
by the employes, two new members 
each year. The service committee 
handles all company recreational af- 

sales manager fairs and sports and also acts as a 
grievance committee, communicat- 
ing either with the Welfare Club on 


- » « who uses Iron & Steel Engineer to establish his 
directly with the management. 


company and products in the billion dollar steel mill 
market. His salesmen have the priceless advantage of ployes are stockholders in the com- 
representing a “known” organization through his ad- pany and therefore they are kept 
vertising and even on "cold turkey” calls his salesmen fully advised of the company’s busi- 
are well received. To pre-sell your share of this lucrative ness. In addition to this, the reg- 
market, back your salesmen with a schedule in the busi- ular weekly letters that are designed 
ness magazine the key steel men read thoroughly. for the sales department also go to 

a list of key people in the office and 


Approximately 250 of our em- 


factory. 


WANT THE FACTS? 4 
From time to time, we send let- 


Write for « copy ny lies eg 
of the N.I.A.A. ters on special subjects to every em- 


Sales Presentation. 6 4 ploye, addressed to his home. The 
company also publishes a magazine, 


1010 Empire Building | ‘Ilgair Currents,” which deals en- 
Pittsburgh 22, Pa. tirely with company personalities 





Agencies forecast 


tinued from page 38 





and the makers of combination 
plates. . . JEROME B. GRAY, president. 


Fensholt Co. 


® SINCE MOST INDUSTRIAL advertis- 
ing budgets are tied by some per- 
centage ratio to industrial sales, the 
normal tendency is to expand ad- 
vertising budgets when sales are 
good. At present, this rule tends 
to break down because in spite of 
the sufficiency of orders, there is 
a marked insufficiency of raw ma- 
terials. Therefore, industrial bill- 
ings in 1952 may suffer a loss which 
may be reflected in some limitations 
upon advertising expenditures. 

One thing is certain . . successful 
industrial advertisers are not debat- 
ing now whether they should con- 
tinue to advertise to maintain their 
market position during the busy re- 
armament period. They are all 
anxious to preserve their identities 
and reputations in good markets. 

In a period when sales promotion 
effort is somewhat repressed, pub- 
lication advertising will tend to 
profit at the expense of direct mail. 
This is likely to be true in a seller’s 
market. 

Industrial sales managements in 
a period like this are inclined to 
cultivate top managements and, as 
a result, we are likely to see indus- 
trial advertising expanded inte the 
horizontal management media 
A. H. FENSHOLT, president. 


John Falkner Arndt & Co. 


® ALTHOUGH EMPHASIS in certain 
cases is placed in directions other 
than getting immediate sales, there 
is a strong challenge to management 
to make much greater use of intelli- 
gent marketing research during 
1952 in order to govern conditions 
and lay appropriate plans toward 
more profitable selling in 1953 and 
beyond. 

Even a very small company would 
do well to set up a sufficient budget 
to staff a marketing research de- 
partment with adequate personnel 
to begin now to set the ground work 
for a larger, continuing use of fact- 
finding as it relates to sales. Mili- 








in Butane-Propane News 


Influence, of course, is only another 
name for reader-satisfaction. For a longer 
period of time than any other publication, 
Butane-Propane News has been satisfying 
readers, (highest subscription renewal in 
the industry) and building and broadening 
the markets for liquefied petroleum gases 


and equipment. 


In addition to publishing the first maga- ecdiddbinteer. bak thes 
zine, the B-P News editors have made Information Since 1931 

available the only complete library for 
this industry. The world-wide distribution 
of these Fundamental Working Books has The technical authority. 
solidly established Butane-Propane News 
as the authority on LP-Gases. For adver- Satenteed Merten. 

tisers, this means action-producing results. 10,000 copies in use. 


A Jenkins Publication CS 


198 S. Alvarado St., Los Angeles 4, Calif. The ABC of PGs 


If you want full information about 
our coverage drop us a line asking for 
our Booklet No. 60 which lists more 
than 2100 publications that we read, 
divided into four major classifications. 
Booklet also contains some interesting 
information about our method of han- 
dling clippings. Booklet No. 50 ‘Maga- 
zine Clippings Aid Business” tells 
how the service is used by business 
organizations and their agencies. 


BACON’S CLIPPING BUREAU 


Business Papers @ Farm Publications 
Consumer Magazines 
343 So. Dearborn St., Chicago 4 


HANDBOOK 
BUTANE-PROPANE GASES 


25,000 copies in use. 
BOTTLED GAS MANUAL 








U -PROP ANE 
POWER MANUAL 
Principles of LP-Gas 

Carburetion. 

Available after November 15th. 
BUTANE-PROPANE CATALOG 
Pre-filed manufacturer's 
catalogs. 

Operating an LP-Gas Business 

Set of twelve booklets. 
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128,000 


establishments 
with 
MATERIALS 
HANDLING 
PROBLEMS 


FLOW 
PACKAGE 


@ FLOW BASIC MONTHLY 
FOR SELECTED CIRCULATION 


@ FLOW QUARTERLY 
FOR MASS COVERAGE 


YOu'LL NEED THESE SALES IN '52 
GET THE FACTS BY WRITING 


FLOW 


1240 Ontario St., Cleveland 13, Ohio 











A Provocative Thought for '52 


81 Readers Alone 
Bought $349,950 Worth 
of Goods 


THROUGH BEDDING'S BUYERS’ 
GUIDE 
vey st AMAZIN 

ship and REGULAR USI 
NG BUYERS »U ct & M 
ATA ving its rea 
worth to the indu 133 of the 
250 manufacturers questioned keep 
it on their DESKS; 178 of 241 inter- 
viewed have ordered from it; 8! 
alone listed $349,950 in purchases 


AND WITHIN A 3-M 


N 


Write for copy 
of the survey 

mentioned. The 
answers will 

astound you! 


For Detailed Data See 
Industrial Marketing's 
Annual Market Data 
& Directory Number 


Merchandise Mart, Chicago 54 
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tary requirements will begin to de- 
crease in mid-1953, and it is not too 
early now to plan for maintained 
production for civilian use in ad- 
vance of that time 

New sales promotion methods are 
needed . . industrial advertisers sell- 
ing through distributors might do 
well to follow the aggressive and in- 
telligent merchandising activities of 
consumer advertisers. ROBERT N. 
D. ARNDT, president. 


Harris D. McKinney 
Organization 


® IN NO SINGLE CASE has there been 
a decrease in the over-all budget 
for a client as compared to 1951 
The average increase for all clients 
is running about 20% ahead of 1951 
figures. 

Nearly half of our client com- 
panies have shown initial or in- 
creased interest in market and sales 
research activities, as well as other 
fact-finding projects of a fundamen- 
tal nature. 

Much more careful evaluation of 
publication space seems to be the 
rule of the day. Production costs, 
too, will be looked at in a very real- 
istic manner. 

We see no evidence of the tend- 
ency to spend “tax dollars” care- 
lessly. . . HARRIS D. MCKINNEY, presi- 


dent 


Walker & Downing 

® PRACTICALLY ALL our industrial 
accounts have increased budgets for 
1952, but we stress the fact that in 
every case these are not “tax” in- 
but the sound growth 
that follows, or precedes, increased 


creases 


production and widening markets. 

Material shortages are annoying 
some accounts, but substitutes are 
We expect 
no change in media selection of any 
importance. We do not mean 1952 
will be normal by any means, but 


being used successfully. 


we do not look forward to any great 
basic change . . except client nerv- 
ousness and constant tension 
W. S. WALKER, president. 

Shrout Associates Advertising 
® ADVERTISING APPROPRIATIONS are 
up an average of 10% in our agency, 
with the increased budget going into 
selling effort. Basic market research 


on most accounts is completed and 
no additional work of this sort is 
planned until late in 1952. Copy 
approaches will be developed from 
product application studies. 

Advertising programs will be pro- 
moted intensively to the sales staffs 
of our clients. Rising space and 
production costs are held within 
bounds by greater use of smaller 
space units, use of zinc halftones 
when they will not detract from the 
quality of the finished job, and a 
careful planning of art and plates 
for later reuse. 

Our expanding population is a 
force not properly credited for its 
ability to carry the tremendous vol- 
ume of our industrial production. 

. JAMES E. SHROUT, president. 


Marsteller, Gebhardt & 
Reed, Inc. 


® THE MAJORITY of our clients are 
increasing appropriations somewhat 
in 1952. As nearly as we can tell 
now, the median increase is running 
around 12%. 

We have encouraged clients to set 
aside some of the advertising dollars 
for advertising research (not to be 
confused with marketing research, 
which, in most companies, falls in 
a different department). 

In a couple material 
shortages are making changes in 
advertising programs. But in the 
majority of instances, this has had 
little effect on advertising. 

To some extent, space and pro- 
duction costs can be curbed, but 
too great attention to off-setting 
these increases can seriously com- 
promise an otherwise well planned 
program. Steps already taken along 
these lines include repeating ad- 
vertisements, avoiding expensive 
plates, simplifying lay-outs, avoid- 
ing so far as is possible the non- 
standard size publications, and 
working further ahead to avoid high 
last-minute shipping charges. 
WILLIAM A. MARSTELLER, president. 


of cases, 


Cramer-Krasselt Co. 


® APPROPRIATIONS of our clients are 
substantially ahead of those for 
1951. 
I see no radically new types of 
media in the offing for 1952. 
Materials shortages have effected 
changes in advertising programs in 





Your most 
flexible sales-tool 
for selling to 
Industrial Buyers in 
Latin America 





AVISADOR 
TECHICO 


LIBRO DE CONSULTA 


NFER EIN 


PUBLISHED 
ANNUALLY 








Distribution 


@ Comprehensive Catalog and Directory 
combined with a Direct Mail program 


@ A flexible sales-tool to fit every sales 
need or budget 


@ 12,000 guaranteed distribution 
© Printed in Spanish 


Sells for you all year long because AVISA- 
DOR TECNICO is always up-to-date. Pe- 
tiodically we mail new pages—new catalog 
material to Latin-American buyers who al- 
ready have their copy of AVISADOR 
TECNICO. When they receive the new 
catalog material, they look it over—often 
buy from it immediately—then bind it in 
AVISADOR TECNICO. That makes your 
catalog material an effective direct mail 
effort. 

Space in AVISADOR TECNICO is flexible 
—to fit your selling job—fit your budget. 
You can buy any size space you need 
in any combinations—full pages, spreads, 
inserts, catalogs or smaller ads spotted in 
the Products Index section. 


Write for new illustrated folder giving 
rates and data. 


AVISADOR 
TECHICO 


HITCHCOCK PUBLISHING CO. 
WHEATON, ILLINOIS 





some few instances requiring a 
change in appeal to cover new prod- 
ucts or products that can be manu- 
factured. I do not believe, however, 
that shortages are more than of a 
temporary nature and that they 
should affect long range planning 
in advertising. WALTER SEILER, 
president. 


VanSant, Dugdale & Co. 


®@ THE SMART OBSERVATION that “the 
biggest shortage in America today 
is warehouse space” will not be true 
long. 

On top of this comes the very 
rapid change and growth in per- 
sonnel in industry. The job of in- 
dustrial advertising will be greater 
in 1952 than at any time since the 
war. Appropriations are up about 
10% over 1951, but this still buys 
only approximately the same ad- 
vertising program as heretofore. 

Market research on consumer 
products is being developed rapidly, 
but in the industrial field, we see 
no growth in research needs. Bet- 
ter advertisements, more frequently 
repeated, is one way in which 
shrewd advertisers will meet the 
need for more space. . . 
SANT, president. 


WILBUR VAN 


Charles L. Rumrill & Co. 


™@ UNCERTAIN DEFENSE demands are 
creating some rough marketing 
problems, but industry's increasing 
need for useful product information 
encourages larger expenditures for 
advertising and promotion. 

In cases where clients are over- 
sold, where backlogs are formidable, 
and deliveries long delayed, we be- 
lieve it to our clients’ advantage to 
stress the economies and other ad- 
vantages their products offer. The 
interests of their markets still lie in 
useful information, and most of their 
good prospects understand the dif- 
ficulties that stand in the way of 
immediate availability. 

This agency is emphasizing the 
values inherent in planning for 
long-term objectives. Advertising 
designed to discover new uses and 
new markets for established prod- 
ucts, and needs for new products, 
provides one of the major tools for 
implementing long-range planning. 

. CHARLES L. RUMRILL, president. 








The No. 1 
Sales-Producer 
in the Industrial 

Markets of 
Latin America 





Revista Inpusrriar 





PUBLISHED 
MONTHLY 


20,000 


Distribution 





@ Largest industrial circulation in Latin 
America 

@ Circulation verified in the field by 
our own representatives 

@ Only tabloid product-information pa- 
per serving industrial Latin America 

@ Produces quality inquiries — sales 
leads from men with authority to buy 


Takes your product story to more than 
20,000 industrial buyers 12 times a year at 
Yoc a call. Read by top executives in 20 
different manufacturing and processing in- 
dustries—men with tremendous buying 
power. They pay attention to REVISTA IN- 
DUSTRIAL — the most welcome, thoroughly 
read product-information paper they re- 
ceive. They like its easy-to-read, easy-to- 
use tabloid format. That's why they re- 
spond to news on new and improved prod- 
ucts, new methods, new applications. And, 
that's why advertisers get RESULTS—qual- 
ity inquiries that can be converted into 
SALES at low cost. 


Write for new folder giving complete 
market and publication data. 


Revista 
InpustTRIAL 


HITCHCOCK PUBLISHING CO. 
WHEATON, ILLINOIS 
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THE MODERN 
BLACKBOARD 


for 
Teachers, Lecturers, 
Demonstrators, 


Training Instructors 





From Washington 








THE SPEAKER olwoys 
FACES THE AUDIENCE 


A unique, self-operated pro- 
yector that throws the pro 
jected images over the 

M speaker's shoulder permit 
ting him to face his audience 
at all tomes...uses 344 14 
film slides or coated acetate 
for dramatic visual presen 
tauions 


Portable 
Lightweight (only 7 Ibs.) 


For use in Industry, Ad 
vertising Agencies, Sales 
Easy to use Groups, Schools, and Train 

ing Centers 
t Screen Soriber 18 $61.00. For more complete details 
Distributor, Burke & James, Inc. (Dept. 65), 
with Wabash Ave, Chicago 4, Illinois 


BARDWELL & McALISTER, Inc. 


BURBANK, CALIFORNIA 


Detroit Edison Elects 


ompany 
ill Street Je 


each 





to feel that taxpayers are subsidiz- 
ing the company’s effort to dis- 
seminate its political philosophy. 


Help Salesmen’s Earnings. . The 
salary stabilization board has “fro- 
zen” salesmen’s commission rates. 
However, there is no lid on earnings 
from increased volume, at pre- 
Korea commission rates 

Where shortages of goods impair 
the salesman’s opportunity to earn 
commissions, employers are per- 
mitted to offer salary and drawing 
of the 
Should 


salary and drawing account even- 


account assistance up to 77° 


salesman’s earnings in 1950 


tually exceed the salesman’s com- 
mission earnings, the employer is 
permitted to make an = annual 
charge-off 

Details of salary stabilization for 
salesmen are found in General Sal- 
ary Stabilization Regulation No. 5, 
which is available from the Salary 
Stabilization Board, Federai Secu- 
rity Building, South, Washington 25, 
D.C 


Scrap Trouble . . The struggle to 
move scrap remains one of the most 
critical factors faced by the defense 
programs. Business paper editors 
who met with defense officials last 
month were warned that mills are 
on a hand-to-mouth basis and that 
the entire steel expansion program 
has been placed in doubt as a result 
of the difficulties in maintaining 
present steel production rates 
Industrial salesmen are, of course, 
“minute men” in the battle to find 
and move scrap. Business papers 
are making every effort to publicize 
the problem. Even the government 
is cooperating. It is making special 
efforts to uncover scrap which has 
been hoarded by the military serv- 
Secretary 


Charles Sawyer has issued an order 


ices, and Commerce 
diverting government-held surplus- 
es of aluminum, copper, lead and 
zine to industry instead of the stra- 


tegic stockpile 


Record Plant Expenditure .. 
Outlays for new plant and equip- 
ment are to hit an all time peak of 


$5.7 billion during first quarter 1952, 
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© |AMERICAN METAL MARKET 


——ie = = a 


iH ELI IBLE Latest Metals Prices 
TIMELY News of metats 


1) 4]I ) Roundup of Metals Supply 

sore aes and Demand 

More Metals Advertising Than Any 
Other Medium 


OVER 


34,000 


Purchasing and Management 
executives—who directly control 
or influence purchases of metals, 
equipment, and machinery—are 
regularly reading, 5 days each 
week, over 


12,000 


Paid Subscriber Copies 
Subscription Rate 
$20. a Year 





AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industr 


18 Cliff Street KABL) New York N.Y 
| 
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“INDUSTRIAL MAINTENANCE “i 
GETS RESULTS! 





according to Commerce Depart- 
ment’s Office of Business Econom- 
ics. Expansion is confined almost 
entirely to defense and defense sup- 
porting industries, which are being 
stimulated by about $8 billion of 
rapid tax amortization — benefits. 
Non-defense and commercial groups 
are off from mid-1951 peaks. 


Guns and Butter Steel . . As 1952 
opens, direct defense and defense 
related production and construction 
is taking about 40°; of the nation’s 
carbon steel and about 60°% of its 
aluminum and copper products. An 
estimated 52.7% of alloy steel and 
58.9 of stainless is going to direct 
defense and defense-related pro- 
duction. Higher grades, including 
nickel-bearing stainless, are virtual- 
ly all going to defense. 


Subcontract Network . . Most 
noble experiment currently under- 
way here is the effort of Telford 
Taylor's Small Defense Plant Ad- 
ministration to find more defense 
work for small manufacturers. Mr. 
Taylor hopes to set up “networks” 
of small companies to handle prime 
contracts. In addition, he expects 
to ease financing problems of small- 
er companies involved in defense 
work. 

In the long run, however, he will 
probably have to be content with 
increased subcontracting. Subcon- 
tracting is the normal function of 
smaller manufacturers in many 
fields and is actually one of the most 
important “secrets” of the American 
industrial system, opening the way 
for specialization within the mass 
production economy. 

An attorney with considerable 
background of government service, 
Mr. Taylor admittedly has had little 
experience in business management, 
but his high reputation for personal 
integrity is an asset which is par- 
ticularly notable in the present 
Washington climate. All who have 
contacted Telford Taylor, as asso- 
ciates in government or as opposing 
counsel testify that he is a resource- 
ful man and always a gentleman 


U. S. Offers New Data . . For 
those who need a compact source 
of facts about the U.S. economy, a 
reminder that Census Bureau’s 
Statistical Abstract of the U.S. for 


for the 
Pulp Manutacluring 


Industry... 


WORKS FOR 
YOU 
THROUGHOUT 
THE 
YEAR 
No Other 
Book 
Like it 
in the 
Industry 
It affords a most logical 
means of bringing your 
product information be- 
fore the men who buy 
and specify in this vast 
market. 
Multiple page inserts accepted in 
units of 2, 4, 8, 12 and 16 pages. No 
limit to colors or typographical ar- 


rangement. 1952-53 Edition now in 
making. 


Monthly Advertisements in 
The PAPER INDUSTRY 


Reinforce your catalogue material with month- 
ly contacts in the oldest A.B.C. monthly in the 
Industry. Your messages will face an audi- 
ence of readers around whom the Paper and 
Pulp Manufacturing Industry revolves. KEY 
MEN, from top management down, classify it 
as “required reading” because it enables them 
to keep in tune with the latest 

developments in the industry. » 
A SERVICE ORGANIZATION 

TO PAPER AND 


FRITZ PUBLICATIONS, INC. SiMenaeniin 


431 SOUTH DEARBORN STREET, CHICAGO 5, ILL 








ARE YOU BUILDING A 
BUSINESS PAPER SCHEDULE? 


Than. rafer. to 
ANNUAL MARKET DATA- 
& DIRECTORY NUMBER 











tO ALD 


Proud of Your Product? 


¢- .S GIVE IT 
Aj 


go) 
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Ad Sic, THE MARK 
~~)! OF QUALITY 


\ - 
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A METAL NAME PLATE 


They look better...longer 


There's real sales-making value in a sparkling 
metal name plate produced by our skilled 
craftsmen. We gladly cooperate with sales and 
advertising executives in creating name plates 
which provide standout identification and spot- 
light the product. For detailed information and 


quotations, without-obligation, write 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 WN. Sheffield Ave., Chicago 22, IIl., Dept. G 
Subsidiary of 
Dodge Mfg. Corporation, Mishawaka, Indiana 


The fastest growing 
publication with the 


largest ABC circulation 


THE BREWERS DIGEST 


CHICAGO 6—747 W. JACKSON BLYD 


extends 


1951 has just become available ($3 
from nearby Commerce Department 


| field offices). More than 1,050 pages | 


merce. Only 12,000 copies are 


available. 


Problems in Marketing 


ntinued from page 24 





of companies. 





question about the decision. 


additional facts and get a firm ap- | 
proval satisfactory to all concerned, | 
it might pay you to do this. On the | 
other hand, if you believe that you 
are likely to fail, it would probably | 
be better to let the situation stand | 
| and begin developing each element | 
of your plan completely and so | 
beautifully that, as it comes time to | 
spend the money, there will be no | 


| are presented of basic data about | 
America and all phases of its com- | 


secret that this happens in the best | 


If you believe you can present | 


We find many managements are | 


program at a time almost without 


| end, but have great hesitancy to 


| very willing to approve one good | 


approve an over-all program that | 


through a_ whole 
Often we can accomplish more on 
the basis of one task at a time. At 
the end of the year you will have 


| done a bigger and more satisfactory 
job and everyone will be happy. 


| How to write a good 


| institutional ad 


preparing 
advertisements 
hat I write more 


As I 


have al 


® WE ARE ALL opposed to the so- 
institutional ad of the past 
However, many really 
| great institutional 
have been written and so you have 
an exciting challenge before you. 
Perhaps a trip or two into the 


called 
decade. 


what 


year. | 


LEAVE A 
LASTING REMINDER! 


The surest way to be remem- 
bered is to place your name 
ond business on a Gits Quality 
Plastic Product. Inexpensive! 
Practical! Truly a friendly, ef- 
fective reminder that will serve 
24 hours a day for along time. 
There’s a wide selection to 
choose from, ranging from 
$2.50 per 1000 to $10.00 per 
item. Ask your specialty job- 
ber to see these lasting, color- 
ful items, or mail coupon 
below for catalog and prices. 


ql 
3 


“See us in Booths 128 — 129 
National Premium Buyers’ Exposition 
Conrad Hilton Hotel 
March 17-20 incl. Chicago, Illinois” 
e¢—~—— GITS MOLDING CORP. —-——-> 
{ 4653 w. HURON ST., CHICAGO 44, iLL. | 
1 Please send me catalog and price list of | 

Gits Quolity Plastic Items. 

NAME 

COMPANY 

ADDRESS 
| city 


| Please also send suggested ways for using 
Gits Advertising Specicities and Novelties. 


} 





--- ZONE ........ STATE 


Our business is - . ‘ 
| We sell |) direct to consumers, () jobbers, 
dealers, |) manufacturers, \........ 


{ 
bas 








THOUGHTTULL' 
MARKET IS ONE OF OUR SPECIALIZED 
SERVICES. 
WHY NOT INVESTIGATE TODAY? 


JOHN MORAN Advertising Agency 
P.0. Box 104-Shoemakersville, Pa. 


the Real Push 
Behind Sales! 


You'll find “Snips” a powerful 
medium to reach over 13,000 sheet 
metal, ventilation and warm alr 
heating contractors. See Indus- 
trial Marketing Data Book. 

ie e 
Snips Magazin 


$707 WEST LAKE STREET CHICAGO 44, HLLINONS 














advertisements | 


field, talking with customers and | 
getting their appraisal of your com- | 


tred 
ing % 
and pu sine : 17 


e , 
Ad. rerlisers Fe arc 1 


14135 SouTn LA SALLE ST CHICAGO . 








NATION-WIDE FIELD SERVICE 
USEFUL TO ADVERTISERS AND EDITORS 


Organization of 500 capable Photo-Reporters pro- 
vides effective way to obtain on-location photes, 
stories, testimonials and releases. For more in- 
formation write or ‘phone SICKLES PHOTO-RE- 
PORTING SERVICE, 38 Park Place, Newark 2, N. J. 


NEW YORK 18—45 WEST 45TH ST., JUdson 6-0916 | pany and its products, may give you 
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IS IT TRUE THAT I 
CAN ADVERTISE IN 
THE PORTLAND 
DAILY JOURNAL OF 
COMMERCE FOR A 
DIME A LINE 7 


Thats right, and 
SUrVEYS PrOVE & each copy 
of the Daily Journal 
of Commerce has || 

readers --- top 
MANAGEMENT, con- 
truction men, lumber 
-men, businessmen in 
Oregon, Washington, 
idaho! 


| 
WRITE FOR SAMPLE COPY AND RATE CARD 


Daily Journal of Commerce 
711 SOUTHWEST 14TH AVE. 
PORTLAND 7, OREGON 

WORKING TOOL OF PACIFIC NORTHWEST BUSINES 





When you wish to present 


your sales message on your | 
products to the executives and | 
key operating men in the steel | 


making industry — use 


BLAST FURNACE AND 
STEEL PLANT 


The only A.B.C. — A.B.P. paper whose | 


editorial is devoted exclusively to the mak- 
ing and rolling of steel. 


BLAST FURNACE AND STEEL PLANT is 
subscribed for and read by those who pur- | 


+ 





chase or r the t and | 
supplies to be ae ole in the steel plants | 


throughout the world. 


BLAST FURNACE AND STEEL PLANT is 


edited and published by men who have a 
practical knowledge of the operating prob- 


lems and requirements of those engaged | 


in the steel industry. 
All departments are covered such as: 
Blast Furnaces and Coke Ovens, Open 


Hearth, Bessemer Converters, Electric Melt- | 


ing Furnaces, Rolling Mills, and miscel- 


laneous shops, Mechanical, Electrical, Roll | 


Shops, Structural Shops, Power Plants, Boiler 
Houses etc. 


Published by 


STEEL PUBLICATIONS, INC. 


4 Smithfield Street, Pittsburgh 30, Pa. 





Advertising rates on request. | 


the necessary inspiration. 


An institutional ad does not nec- | 
essarily have to tell about the great- | 


est old company in the world, its 
many years of service, a long list 
of firsts, etc. 
ad will tell what your customers 
and prospective customers want to 


know about your company and its | 


products under present conditions. 


If you can find out what your | 
customers want to know, not super- | 


ficially, but substantially, and you 
can come up with helpful, construc- 


tive answers, you will be well on | 
the way to good institutional ad- | 


vertising. 


Does it pay to know what 
your competitors are doing? 


My chief clipped a competitor's adver- 
tisement the other day, handed it to me, 
and said that I should 
competitors are doing. 


I believed it would be better not to watch 


competitive advertising because I would | 
be too likely to try to offset their messages | 


rather than to do an independent, con 
structive job of my own. 
What is your thought on this? . . Adver 


tising Manager. 


® MOST COMPANIES watch competi- 
tive effort in all fields of endeavor | 

. manufacturing, selling, advertis- | 
It is, of course, unwise to | 


ing, etc. 
make all moves based on what com- 
petitors are doing because 


always well to know what they are 


doing so that if they are doing a | 


good job, you can do it better; or if 
they are making mistakes, you can 
capitalize on them. 

It usually is not good business to 


write competitive advertising, but | 
to work independently on | 
own products and services. | 


rather 
your 

However, it certainly is smart to be 
familiar with your competitors’ ad- 


vertising volume and advertising | 


In this way, because things, 
are relative, you may be 


theme. 
after all, 


able to determine how much is nec- | 
essary to keep ahead of the parade. | 
if you do not have | 
the staff to clip competitors’ ads | 
there is an organization or two that | 


By the way, 


will do this for you for a reasonable 
fee. 
Henry A. Loudon, Inc. . . 


has been appointed advertising counsel 


Boston agency, 


for New England Carbide Tool Co., Boston. 


A good institutional | 


be watching what | 
I explained that | 


often | 
they may be wrong. However, it is | 


Imagine Trying to cut 
Lumber with Halfa Saw! 


No more foolish than Pm to get full coverage of 
the $9,000,000,000 Forest Products market without 
using WOOD and WOOD D PRODUCTS, the ey 
HORIZONTAL magazine. This is the ONLY journa! 

edited CROSSWISE for ow entire highly INTE- 
GRATED ie Reaches executives of plants 
producing 88.6% of industry's output. Has largest 
ABC WORITONTAL, Forest Products circulation cov- 
ering Industry. 

Ask for the market possibilities for YOUR 
product. 


@ WOOD 


and 


Financial 6-5580 @ 139 North Clark St. 
Chicago 2 


A VANCE PUBLICATION 








Now. to Sell 


GRADERS 
GATE VALVES 


Sell the public works engineers! 
On streets and highways, in sewage and 
waterworks, airport and snow removal 
jobs, it's the engineer who's responsible 
for plans, materials and equipment. 
Planning a major project is no more 
technical than deciding on the products 
that will get the job done right. That's 
why you can sell more asphalt or aerat- 
ors (or trucks, clarifiers, or anything else 
used by the big municipal-county market) 
if you sell in PUBLIC WORKS Magazine. 
It solves on-the-job problems . . . at the 
top engineering level. And it's the only 
magazine edited especially for public 
works engineering officials. 


PUBLIC 
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Preferred Reading with Those | 
Who Acéc Industrial Advertising 


“Knowledge is the industrial adver- 
tising man’s one inventory that must 
be continuously replenished ... That's 
why I've been a student of IM for 13 
years, and expect to be for life.” 


? 
Says FRED WITTNER 
FRED WITTNER ADVERTISING 


“Every issue of INDUSTRIAL MARKET- 
ING brings a full quota of information on 
the four things vital to an agency - adver- 
tising, merchandising, sales promotion, and 
public relations.” 


? 
Says NORMAN MALONE 
NORMAN MALONE & ASSOCIATES 


Norman E. Malone has been in sales, merchandising and 
public relations for 22 years, and now heads Norman 
Malone and Associates, an AAAA affiliate. A graduate of 
Wharton, Mr. Malone brings to the servicing of his accounts 
a broad business background. 


/ 
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Fred Wittner not only got his 
education, but also his wife, 
as a student at Wisconsin. 
Together, as one of the few | 
man-and-wife teams in the | 
business, they handle a dis- | 
tinguished list of industrial | 
accounts from their New 
York Office. 





“INDUSTRIAL MARKETING has been 
on my reading agenda for years, be- 
cause it is always a rich source of in- 
formation. You have done an out- 
standing job in helping raise our 
standards to the present peak.” 


? 
Says W. R. NORTHLICH 
FARSON, HUFF & NORTHLICH 


After graduating from Illinois, Mr. Northlich went 
in as assistant advertising manager for Celotex, 
saw duty with the Buchen Company, went to 
Washington for Owens-Corning-Fiberglas Cor- 
poration, and is now a member of the team of 
Farson, Huff & Northlich in Cincinnati. 


“Our constant effort to meet the ever- 
changing challenge of industrial adver- 
tising finds INDUSTRIAL MARKETING 
a worthy assistant always on call. I save 
each copy as a ready reference.” 


? 
Says STEWART P. MARTY 
THE BIDDLE COMPANY 


After gaining a wealth of experience in direct selling 
and sales promotion, Mr. Marty joined The Biddle 
Company, Bloomington, Illinois, as an account execu- 
tive. He serves a well-rounded list of industrial and 
general accounts, with emphasis on space and direct 
mail. 


BASIC BUSINESS PAPER FOR BUSINESS PAPER ADVERTISERS 


Industrial Marketing 


200 East Illinois St. e Chicago 11 
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Advertising Managers 
Public Relations Executives 
Publishers 

Association Secretaries 
House Organ Editors... 


There’s real savings in the new 
type mailing envelope developed 
by Equitable Paper Bag Co. 


MB SLASHES COSTS—new style 
construction on special high 
speed machinery. 


ME STURDY CONSTRUCTION — 
extra long flap to “lock” your 
publication in the envelope. 
Rugged, well pasted seams and 
bottoms and 100% kraft. 


Mi IMPROVES APPEARANCE — 


safe arrival and clean delivery. 


BB SAFETY EDGES—soft flap and 
lip edges eliminate cut fingers, 
speed insertion time. 








If you use 100,000 or more an- 
nually, it’s worth money to 
investigate. For full data, send 
sizes and annual amounts today! 


EQUITABLE PAPER BAG CO., Inc. 


45-50 Van Dam Street, 
Long Island City 1, N.Y. 
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| *Butane-Propane News 


Index to Advertisers 





*Abernethy Publications 
Advertisers’ Research Service 
*American Artisan 
*American Ceramic Society ...... 
*American Chemical Society, The 57, ‘85, a3 
*American City, The 
American Foundryman 
*American Metal Market .. 
*American Society of Civil Engineers, The 90 
*American Society of Mechanical 
Engineers 
*American Society of Tool Engineers, 
The . 


American Type Founders ne 
*Analytical Chemistry 

*Annual Meat Packers Guide 
*A.S.M.E. Mechanical Catalog 
*Associated Business Publications, The . 
Automotive Industries 

Avisador Tecnico .... 


*Bacon’s Clipping Bureau 
Bardwell & McAlister, Inc. 
*Bedding ; 
Black Diamond .. ; 
*Blast Furnace and Steel Plant .. 
*Brewers Digest, 
Business Week -Insert Between 64-65 
135 
Butler & Associates, Kenneth B. 


*Caminos Y Calles 
*Ceramic Bulletin 


| *Chemical & Engineering News 


Chemical Engineering 
Chemical Engineering Catalog 


| *Chemical Engineering Progress 


Chemical Materials Catalog 
Chemical a 
Chemical Week 


| *Chicago Thrift-Etching op 
| *Chilton Publications 


*Civil Engineering 
Clark Publishing Co. 
*Commercial Fertilizer 


2 
*Conover-Mast Corp. 66, 83, 4th Cover 


| *Conover-Mast Purchasing Directory .... 


*Construction News Monthly 
*Contractors & Engineers Monthly 


*Daily Journal of Commerce 
*Dodge Corp., F. W. 

*Domestic Engineering 7 
*Domestic Engineering Catalog Directory 6-7 


*Electrical Construction & Maintenance .58-59 
*Electrical World ... 4-5 
*Engineering & Mining Journal . ‘and ‘Cover 
*Equitable Paper Bag Co., 


*Factory Management & Maintenance ..22-23 
*Flow ‘ : sailors 136 

Food Processing ococe ee 
*Foundry - - 26-27 
*Fritz Publications, Inc - o0te 


Gardner Publications ; Pe 
*Gas : hole . ecevenvcekae 
Gas Heat ve > eee ee 
General Exhibits & Displays, Inc. . oo we 
*Gillette Publishing Co 5 

Gits Molding Corp. 

Gray, Inc., Russell T. 


*Heating & Plumbing Equipment News . 
*Heating & Ventilating 


| *Heating, Piping & Air Conditioning ... 


Heating Publishers 

*Heinn Company, Ae 
*Hitchcock Publishing Co. & , 137 
*Hospital Management ‘ 115 


*Industrial & Engineering Chemistry .. $7 


| *Industrial Equipment News ‘aah 99 


*Industrial Maintenance ; ve sosee 
*Industrial Marketing 116-117, 142-143 
*Industrial Press, The 20-21, 125, 128 
*Industrial Publications, 

*Industrial Publishing Co. 

*Ingenieria Internacional Industria 

*Institute of Radio Engineers, Inc., The .105 
*Institutions Catalog Directory ......... 6-7 
*Institutions Magazine iawuk .. 6-7 


*Iron Age 
*Iron & Steel Engineer aa 


*Jenkins Publications, Inc, 
*Journal of the Aametions Concrete 
Institute 


*Keeney Publishing Co. 
Kimberly-Clark ane 
Knitter, The 


*Machine and Tool Blue Book 
*Machine Design 

*Machinery 

*MacRae’s Blue Book 

*Marine Catalog and Buyers’ Directory .. 
*Marine Engineering & Shipping Review . 
Marsteller, Gebhardt & Reed, Inc. 
Master Rule Mfg. Co. 

*Materials & Methods 
*McGraw-Hill International Corp. 
*McGraw-Hill Publishing Co., Inc. 
*Mechanical Engineering 
Mergenthaler Linotype Co. 
Meyercord Company, The . 
Midwest Purchasing Agent, 
*Milk Plant Monthly . 

*Mill & Factory 

Modern Machine Shop 

*Modern Railroads 

*Modern Railroads Publishing Co. 
Moran Advertising Agency, John 


National Business Publications, Inc. 
National Industrial Adv. Ass’ 
*National Provisioner, The 

*New Equipment Digest 

*New South Baker 

New York Times, 


Palm, Fechteler & Co. .. 
*Panamerican Publishing Co. 
*Paper & Pulp Mill Catalogue 
*Paper Industry, The (Formerly The 
Paper Industry and Paper World) ....139 
*Penton Pub. Co. .26-27, 48-49, 61, 80-81, 109 
*Pit & Quarry 
*Practical Builder ; 
*Proceedings of the I.R. E, os 
*Public Works : 
*Purchasing 
*Putman Publishing Co. 


*Railway Age 

*Railway Engineering and Maintenance 52-53 
*Railway Mechanical Engineer 

*Railway Signaling and Communications 52-53 
*Reinhold Publishing Corp. 25, 32, 57, 85, = 
Remington Rand, Inc. 

Revista Industrial .. 


Sales Tools, Inc. 

*School Executive, The 

Sickles Photo-Reporting Service 
*Siebel Publications 
*Simmons-Boardman Pub. Corp. 
*Smith Publishing Co., 

*Snips Magazine 

*Southern Advertising and Publishing 
Southern Food Processor .. ‘ 
*Southern Garment Manufacturer 
*Southern Jeweler 

*Southern Power and Industry .. 
*Southern Printer . 

*Southern Pulp and Paper Manufacturer .. 
*Southern Stationer and Office Outfitter . 


. 45, 52-53 


*Steel Publications, 
*Sweet’s Catalog Service 


Textile Bulletin 

*Textile Industries 
*Textile World .... 
*Textiles Panamericanos 
*Thomas Publishing Co. . 
*Thomas Register . 

*Tool Engineer, The .. 


United States Envelope Co 
*Vance Publishing Corp. . 
Wall St. Journal 

Warren Company, S. D. 
*Wood and Wood Products 


*Wood Working Digest 
*World Construction . 


ietailed reference data see The Annual Market Data & Directory Number 
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TEXTILE Wor Lp has opened a combined editorial 
and business office in the Cunningham Bldg., 
201 East Coffee St., Greenville, S.C. The pub- 
lication has rented the second floor for this 
purpose. 

Prentice M. Thomas, chief editor, a native of 
Alabama, a graduate of Southern schools, and 
a former overseer and assistant superintendent 
of Southern textile mills, will make his head- 
quarters at the Greenville office, as will also 
the field editors formerly located at Atlanta and 
Charlotte. The consolidation of editorial man- 
power at the geographic center of the Textile 
South will better coordinate the publication’s 
editorial endeavors. TW’s district manager, 





\ 
J 
William G. Ashmore, will also make his head- 
quarters there. 

The TexTILE Wortp Greenville office is con- 
veniently located. All associated with the textile 
industry, whether as suppliers or mill men, 
have a hearty invitation to visit the staff at this 
new location. Service on all matters related to 
the textile field will be available to such visitors. 

The new coordination between TW’s chief 
editor and the field men in the important South- 
ern area will be a source of further editorial 
progress and consequent service to readers. As 
readers are better served, naturally the adver- 
tising columns become more and more fruitful 
for those who use them. 


TEXTILE WORLD 


as useful as any machine in the mill 


A McGRAW-HILL PUBLICATION + 330 WEST 42nd ST., NEW YORK 36, WN. Y. 
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M &F gets circulation to new plants 


while they're being built 


A slight exaggeration? Not at all! 


Mint & Facrory’s unique circulation method gives you fast coverage of the 
two billion dollars worth of new plants now under construction. 


Here's how this circulation method works: 


All Mint & Facrory subscriptions are maintained by a “circulation force” of 
1.558 industrial distributor salesmen. These men, who sell machinery, equip- 
ment and supplies to industry, live and work in their territories twenty-four 


hours a dav, seven davs a week. 


They are Johnny-on-the-spot whenever new construction is considered and 
know about it long before the ground is broken. With this knowledge it’s easy 
for them to-select key individuals with real buying power, and to cover them 
with a subscription to Mitt & Facrory. This means your advertising gets to 
the right man in the right plant and gets there first 

lo keep vour advertising in step with your market, make sure Mice & FAacToRrY 
: | 
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aA CONOVER-MAST PUBLICATION 


IS Ol) YOU S¢ 





205 EAST 42nd STREET e NEW YORK 17, N.Y. 


REACHES THE MEN. REGARDLESS OF TITLE, YOUR SALESMEN MUST SEE TO SELL YOUR PRODUCT 





